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Irwin puts “eye appeal” in Auger Bits! Always 

known to have produced the best cutting and most 
efficient auger bits on the market, Irwin now gives you 
their regular 62T bit, with a new Hr-Lrre Finish, so bright 
and sparkling that it requires only a comparison test with 
others, to see the difference. 


The 62T with the Hr-Lire Finish is so “eye appealing” and out- 
standing that all you need to do is place it in a 
group of other bits—see for yourself how it attracts 
your eye and leads you to handling it. Recognized 
for years as being the best boring bit on the market 
because of its superior cutting head, the 62T Hi-Lire Finish 
now gives you that “extra” sales punch—CUSTOMER EYE 
APPEAL for greater sales and profits, and you pay NO MORE 
for it. 
To prove our claims that the 62T Hi-Lite Finish is everything we say 
it is, Irwin will gladly send you a sample 10/16” bit FREE of charge. 
All you need to do is mail the coupon 
below. Send for yours today—when you ‘ 
receive it, make the test and judge for | THe Inwin Aucer BIT Co., 132 Grant St., Wilmington, O. | 
yourself. | Gentlemen: Please send me FREE of charge a sample | 
THE IRWIN AUGER BIT COMPANY, IRWIN 62T AUGER BIT with the new HrLite Fimish. | 
WILMINGTON, OHIO, U. 5. A. | Name of Store.........eceeeeee-- 
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DEALER PRAISES “BIG 26” LINE 
NEW HOME FOR “LINDBECK FAMILY" 
GET CHINA BRISTLE DESPITE WAR 
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tf ifs warth painting 
ifs worth 
Wooster Brusyes 


ALL SET TO SELL Wooster’s sensational new Lindbeck 

Angular Sash Tool saves up to half the usual tracing 

time ... sells on sight! And here’s the new Lindbeck 

Display ready for paint dealers’ counters. Holds three 1”’ 

Lindbecks, six 11/.'' and three 2’. Order from your dis- 

tributor. If he cannot supply, this display is available 

to dealers at $3.85 complete; brushes to retail at 38c, , 

49c and 57c. IT’S A “BIG 26” Just 26 different brushes are featured in 
; the Wooster 3-Point Merchandising System... but a brush 


hae J * : | REMEMBER for every customer, from 10 cents up. Above you see L. 
Manthey, Lakewood, Ohio dealer, selling from his Wooster 


NATIONAL Swinging Sampler. Potent Wooster salesmaker, Mr. Manthey 
HARDWARE calls it his ‘Big 26 Brush Stpre’’ . . . is happy about the big 
WEEK, jump in brush sales since its scientific brush selection went 


_ to work. 
MAY 9TH Partner displays are the Wooster Counter Sampler and 
10 Wooster Variety Vender shown at the right. These units 
MAY 14TH contain groupings from the same “Big 26.’ Used separately 


~~ 1938 or with the Swinging Sampler. Ask your Wooster distributor 
<>. about Wooster’s 3-Point Merchandising System. 


WAR IN BRISTLE MARTS 


-Chinese coolies who grade, sort, 
transport hog bristle for Wooster 


; ” Brushes scampered before recent 
Japanese advances. But Wooster 
‘ representatives risking life and limb, 











suffering many hardships, so far 
have kept bristle moving through 
to Wooster’s factory to maintain 
Wooster quality. 


THE WOOSTER 3-POINT MERCHANDISING 
SYSTEM...FOR SELLING 


Wwe OOST! ER® ol Br USH, ES WATCHMAKER HANDS -- Fingers that assemble Swiss watches: 


no more nimble than those of Wooster brushmakers. Every Wooster is h# 7 


THE WOOSTER < BRUSH COMPANY made, with bristle ends turned in to make a perfect working brush. Woe 


WOOSTER %, ¢ ono workmen are well paid, work in an up-to-date “factory. 
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rr Te fm g Millions About.. 


YALE OIL 


for LUBRICATING and RUST-PROOFING 







ALE OIL, made by Yale, maker o. 
¥. locking devices, is used tu 
lubricate and rust-proof the worlds 
finest bank vault mechanisms. Untii 
quite recently it was new to the trade 
and public, having been sold only to 
. banks. Now it is made available to 
aa all—the finest quality, most depend- 
able general purpose oil. 

Yale Oil is heavier bodied than or- 
dinary oils. It has an unusual affinity 
for metal and a remarkably strong 
film which resists “air punctures”, 
protects longer. It is a better oil for 
electric motors, tools, guns, reels, bi- 
cycles, household appliances, hinges, 


lawn mowers, all general uses. 





LARGER TUBES 
15! and 25¢ 


Packed in individ- 
val cartons and 
display cartons. 


ALSO SOLD IN CANS WITH 
CONVENIENT POURING SPOUT 


44 pint, pint, quart and gallon sizes 
Suggested retail prices from... 75¢ to $6.00 


DISPLAY MATERIAL FURNISHED IF DESIRED 
Get YALE OIL from your jobber or write direct 


ee On | oe © Om OR 


STAMFORD, CONNECTICUT, U. S. A. 
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SWELL OIL RANGES " 





Dealers featuring Florence Oil Ranges and Gas 
Ranges can talk up quality, view testing lab- 
oratory approva i 
by 66 years e 
or gas range 
up-to- 
usiness! 


» Top Oil Range i 
wickless kerosene Focused 
en, Fingertip Heat Con- 


Heat burners, 
features. There are also 


trol, and other stt 
the big TTRS Table 


model for every 


In gas ranges 
table top models headed by the very $ 
y insulated, and has 4 balance 


celain finished and full 
cooking toP» non-clogging 


ring-type Focused 
mokeless broiler, 4 


er-type § 
top and oven lamps, electric clock, ti 


All Florenc 
1, manufacture 


dvertising: The Florence 
pages in Good Housekeeping 4° 
J, with a supporting campaign in 
twelve i azines. It will deliver mOFe 
than 34 million £ them right in yout 
own territory: 

Practical Merchandising: Florence 


has new ammun on your prospects—DY mail, 
in your windows, 


of the plan, given below. 


ition to use 
in your local newspapers- 


Give yourself a real 
tock to sell all com- 


ning your $s 
Florence. 


break this 
d values furnished to 


ers on facts an 
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FLORENCE FLORENCE tes 


S 
TOP, LOOK—AND ENTER 


These distincti : 

. suggestion to RH pieces will stop the 

tie poate aoe pd and now. Prominentl — and make 

into an immediate orence advertising and eit ed, they will 

bright crepe nitlig a Florence furnishe “se CaeS S Penepess 

ied spent ies pi se nk a 
n using them to best a etc.— 

ge. 

















VACUUM BOTTLE fa Vie 
and 





é 
@ Just when you're ready to order a new vacuum bottle stock, 
Thermos offers this profitable deal—a black bottle with alumi- 
num cup, and an attractive counter display FREE with the pur- 


ee ne nn chase of eleven banded buff bottles with Atherlite cups (cool to 








the lips). Standard Thermos brand merchandise—the vacuum 
bottles your customers ask for every time—plus an effective 
counter card... And all at a deal price you can’t afford to miss! 
PACKAGE NO. 3833 There’s always good profit in Thermos brand vacuum ware. 
It's the most complete line... advertised consistently ... popular 
everywhere. Order a “Thermos Dozen” from your jobber—and 


ask him for complete catalog. 


BUY... FREE... 


@ 11 No.34A Thermos brand bottles. @ 1 No. 7 Thermos brand bottle. Retail 
DO We ow ce $1.19 each. ro Renan Se aie eee Pag ee 98° 
© | Attention-getting counter display. 


EXPIRES MAY 1, 1938 
THE AMERICAN THERMOS BOTTLE CO., NORWICH, CONN, 
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PROVEN BY TELEGRAMS 








HARDWARE MERCHANTS GET EXTRA SALES 


THRU NEW MONAX PETALWARE SETS 








AMAZING LOW PRICE BRINGS FAST TURNOVER AT FULL PROFIT 


FROM 18x20” SPACE Success al- 
ways attracts success! That’s why success- 
ful hardware merchants are ordering and 
reordering the new 32-piece set of Monax 
Petalware. This extra business proves that 
customers appreciate smart appearance, 
high value, and surprisingly low price. Col- 
orful display stand and only eighteen by 
twenty inches of counter space assures you 


{CORNING means Kesearch in Glass 
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extra sales from a minimum of effort. 





Join the progressive merchants who are en- 


Only Monax Petalware 


fives you all these 


10 FEATURES 
FOR QUICK SALES 


1 32-piece dinner service, competi- 
tively priced for mass market sales. 


2 Complete service for six people in- 
cludes 6 dinner plates, 6 luncheon 
plates, 6 cups and saucers, 6 cream 
soup dishes, one platter and one vege- 
table dish. 

3 Year ’round gift item for weddings. 
anniversaries, bridge parties. 

4 Repeat sales prove public accept- 
ance of popular petal design. 

5 Special Corning Glass process makes 
Petalware thin as fine china yet unu- 
sually strong. 

6 Graceful handles that are just the 
right size. 

7 Beautiful new blue-white color 
blends with any table color scheme. 


8 Includes popular cream soups and 
serving pieces. 


9 Securely packaged for safe delivery, 


easy display, and convenient repack- 
aging. 


10 Styled and produced by the mak- 


ers of famous Pyrex brand dishes. 








joying this profitable volume, which usually 
goes to other types of retailers. Low prices 
of Monax Petalware put you in the strong- 
est competitive position. 

For prices and description of free sales helps, 
mail coupon today. Step up your 1938 profits 
with this pre-tested promotion sell-out. 
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NOT JUST “WINDOW GLASS” 
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ATTRACTIVE windows deserve a quality window glass. 
A window glass like Pennvernon. It is clear. Unusually free from flaws. 


Brilliant and reflective on both sides of the sheet. Each light is paper-packed. 


D4, PITTS BURGH, 727 
Pat PLATE GLASS COMPANY Oi 


Makers of WALLHIDE PAINT - WATERSPAR ENAMEL AND VARNISH + SUN-PROOF PAINT + FLORHIDE + POLISHED PLATE 
GLASS + MIRRORS - PENNVERNON WINDOW GLASS - DUPLATE SAFETY GLASS + PITTCO STORE FRONT METAL 
Distributors of PC GLASS BLOCKS and CARRARA STRUCTURAL GLASS 
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U°'S°S AMERICAN FENCE and POSTS 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 



















WARNING 


HEAT WAVES AHEAD! 


ENJOY BIGGER AND BETTER FAN PROFITS 
THIS YEAR WITH 
GENERAL @ ELECTRIC QUIET FANS, 
THE FASTEST-SELLING LINE 
OF QUALITY FANS! 


YOU’LL HAVE NEW FANS—QUIETER AND MORE EFFI- 
CIENT THAN EVER—AND NEW SALES PROMOTION AND 
ADVERTISING HELPS—MORE NUMEROUS AND BETTER 
THAN EVER! 
i 
ASK YOUR DISTRIBUTOR’S SALESMAN FOR 
COMPLETE DETAILS. YOU’LL PROFIT BY IT! 





GENERAL @ ELECTRIC 
FANS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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STERLING 


sa Ghtat Sales Mesbage 
O YOUR CUSTOMERS: - - 


c STEEL 


QUALITY WIRE PRODUCTS 


“Tod Waly stent 
S ace TO RUST 
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Common steel has no extra strength 
— it gives way rapidly to rust, re- 
gardless of its galvanizing. 








CLEAN STEEL 
ELECTRIC 





[Sterling Electric Steel is the best foun- f 
dation steel for wire products — it has 


4 to 6 times more resistance to rust. 


WRITE TODAY FOR FULL DE- - 
TAILS OF STERLING ELECTRIC Sees | 
STEEL QUALITY WIRE PRODUCTS 








WIRE CO., STERLING, ILLINOIS 








MAN! HOW PETERS ADVERTISING 
FOR 1938 PACKS THE POWER! 


THIS YEAR /M BACKING 
ba PETERS / YOU WUL TOO WHEN | 
YOU SEE THE F/RST 
SMASHING AD 


NEXT MONTH / 





GET READY NOW WITH THIS FAST-SELLING LINE. Expect to be jolted right out of your chair! For next 


month's publications will announce the hardest-hitting advertising in Peters history!...Ever see the inner “workings” 
of Peters ammunition? Ever see a bullet stopped in full flight? Ever see how bullets, shot, primers, powder and 
shells are made to PACK THE POWER? You will, in the coming Peters advertising. And so will over 5,500,000 


shooters. It’s due to change a lot of shooting habits! That's why we say, “1938 is a Peters year”. So... get ready now! 


ormenrao  DUETERS PACKS THE POWER 


ABUNDANT GAME SUPPLY 
PETERS CARTRIDGE DIVISION, REMINGTON ARMS CO., INC., BRIDGEPORT, CONN. 
iI DOND asics By Wis gov ** Vietor’’, ‘*De Luxe Target’’ and ‘‘High Velocity’’ 





‘eters Cartridge Division trade marks Reg. U. S. Pat. Off. 
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UNROLLS FLAT--STRETCHES EASIER 


Improved 
HEXAGON 


A style of fabric that has long 
been a favorite—but woven in 
a way that greatly increases its 
stiffness and makes it far easier 
to stretch. Lays flat, with no 
buckling or curling. Cuts easily 
and without waste. See, (left, 
above) how it’s made. Keystone 
improved Hexagon is a BET- 
TER netting for every ordinary 
purpose. A business builder. 


STRAIGHT 
LINE 


A poultry netting that stretches 
like farm fence—the line wires 
taking the strain. It’s easy to 
erect, stands trim and neat, 
without top or bottom boards. 
The double twist, shown in the 
illustration, (right, above) pre- 
vents curling, bulging or buck- 
ling under ordinary conditions. 
Ideal for short stretches and 
many places where ordinary 
netting is not suitable. A pleas- 
ure to handle. 
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BY THE MAKERS OF | 








KEYSTONE 


POULTRY NETTING 





TWO NEW STYLES 


IMPROVED IN CONSTRUCTION AND APPEARANCE 


Two well-made, long-lasting nettings that readily sell on their 
fine appearance and construction. They’ll give your customers 
full satisfaction, and bring them back for more. A full range of 
heights, 1-inch and 2-inch mesh, 19 and 20 ga. copper-bearing steel 
wire, galvanized before or after weaving. May we send you full 
details and prices? 

KEYSTONE STEEL & WIRE CO., DEPARTMENT P, PEORIA, ILLINOIS 









RED BRAND FENCE 
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REPARATION «..«..... 


spinning is an important process in the making of 
Plymouth Ship Brand Manila Rope. In the various 
operations of cleaning, combing, spreading and 
finally combining the fibers into a soft, continuous 
sliver or “roping” of proper and uniform size and 
parallelism of fibers, great care and constant watch- 
fulness must be exercised. Herein lies one cf the 
secrets of fine rope-making. 

The responsibility for making good rope of uni- 


Photo by 
Anton Bruehl 


formly high quality depends no more upon these 
scientific machine processes than upon the expert, 
painstaking workmanship which characterizes the 
Plymouth ropemaker, many of whom are sons and 
grandsons of former employees. 

The Plymouth standard of controlled quality de- 
mands superiority in materials and machines, in 
men and methods... It is also the corner-stone of 
Plymouth’s reputation for uniform excellence of prod- 
ucts and unsurpassed service to the trade. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS., AND WELLAND, CANADA 


Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, New Orleans, San Francisco 


. 7 Aff f / j 
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They STOP, LOOK and BUY 


when you make 
this demonstration 


U‘S°S AMERICAN 
HEX-CEL 





ORDINARY 
NETTING 








NROLL some U-S:S American Hex-Cel-- and along- 

side of it some ordinary poultry netting. The difference 

is amazing! Hex-Cel lies straight and true as a steel yard- 

stick and perfectly flat. There are no kinks or curled edges. 

From top to bottom each roll of this bright, good looking 

netting is true, with edges even and all the cells in perfect 
alignment. 

Hex-Cel resists corrosion, too. It is made of rust-resisting 
copper-bearing steel, heavily and smoothly galvanized. It 
is easy to erect and no top or bottom boards are needed. 

With all these advantages American Hex-Cel costs no 
more than ordinary netting. No wonder it sells so readily. 


U’S‘S AMERICAN HEX-CEL POULTRY NETTING 


Other American Brands: Hextraline, Straightline 


American Steel and Wire Co., Cleveland, Chicago and New York . Tennessee Coal, lron & Railroad Co., Birmingham, Ala. 


Columbia Steel Company, San Francisco, California United States Steel Products Co., New York, Export Distributors 


PNTITED STATES STREL 








TRY USING THESE SIMPLE SELLING SENTENCES 
to sell more G-E bulbs 





URING the course of the day 

you meet all sorts of customers 
and all sorts of sales situations. Re- 
peated tests prove that sales of G-E 
bulbs can often be increased by saying 
just the right things. Here are a few 
examples that will give you some ideas. 
Try using these selling sentences . .. 
in your own words if 
you wish . . . and see 
how they will help you 
sell more G-E bulbs. 





General Electric Com- 
- Be sure to identify 
pany, Nela Park Clev @- your wont as head 


quarters for G-E 


land Ohio bulbs with this buy- 


ing sign. 














1 NEED IT FOR MY KITCHEN 


LIGHTING EXPERTS 
RECOMMEND THE 
100-WATT LAMP 
OR THIS 150-WATT 
MAZDA DAYLIGHT 
LAMP FOR A 
CEILING FIXTURE 
IN THE AVERAGE 
SIZED KITCHEN 


EDISON MAZDA LAMPS 
GENERAL ¢3 ELECTRIC 
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’'D LIKE THIS BULB, PLEASE 


MAY | ASK WHERE 
YOU WANT TO USE IT? : 
YOU KNOW DIFFERENT 

SIZES OF BULBS ARE 

RECOMMENDED FOR 

DIFFERENT USES 


AND I’LL NEED A COUPLE 
OF 60-WATT BULBS, TOO 


WHY NOT BUY A 
CARTON OF BULBS 
SO YOU WILL 
ALWAYS HAVE 
SOME ON HAND 
WHEN ONE BURNS 
OUT? THE 60-WATT 
SIZE iS ONLY 15c¢ 


inn aay 
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When shovel sales are ailing, some dealers 
try and doctor them with a temporary ‘‘shot 
in the arm”... special offers... increas- 
ing stocks with even more lines... grab- 
bing at “‘trick’’ features. Others look for a 
permanent cure for shovel department woes. 

Strap-weld shovels are resilient but 
break loose, hollow backs are light but 
clog easily, solid shanks strong but stiff 
and lacking in ‘‘feel.’’ The Wood's ‘Closed 
Back’”’ shovel gives your customers all 
these advantages, none of the faults. Think 
of it— only one, but complete line to carry 
now... smaller inventories . . . quicker 
turnovers . . . bigger profits for you. 

Have your prospect step on Wood's 
patented Turned Shoulder . . . remark how 
comfortably it rests against the sole of his 








shoe .. . how it also prevents any chance 
of the blade cracking. Show him the 
Tapered Socket... feel its sweet balance 
that promises more wdrk with less back- 
aches...and inspect the Hollow Back 
where it is welded smooth for easy shovel- 
ling and greater strength. 

Your customers also get extra wear and 
economy from Wood's Big Fist, Wood and 
Stuart grades because of Wood's secret 
heat treating process. Blades are tempered 
to super hardnesses, hollow sockets made 
stronger than solid shanks without losing 
any of the resiliency that workmen like. 

See your jobber about the Wood's “‘cure- 
all” line for shovel troubles or write direct 
to THE WOOD SHOVEL & TOOL CO., 
PIQUA, OHIO. 








1. CLOSED BACK—Smooth and non-clog- 
ging; strong one-piece design. 
2. TURNED SHOULDER—Stiffens blade; 
wider, non-cutting foot rest. 
3. TAPERED SOCKET—Com fortable 
handhold; greater strain resistance. 
4. HEAT TREATED — High-grade steel 
omes still harder, longer-wearing. 
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“LITTLE BUSINESS” :— 

An estimated group of 1200 
good citizens, representing a wide 
variety of small business inter- 
ests met recently in Washington. 
Dubbed by the press “little busi- 
ness” or “little trade,” this group 
of taxpayers represented an ar- 
ticulate cross-section of American 
business men. Unfettered by the 
need of consulting stockholders 
and directors or considering the 
effect their outspoken opinions 
might have on desirable govern- 
ment contracts, these men told 
their Government in no ‘uncertain 
terms: to gtop* interfering with 
business; to stop competing with 
private business; to repeal the 
undistributed profits tax; to re- 
peal or revise the capital gains 
and losses taxes; to relax -restric- 
tions on capital transactions by 
the securities and exchange com- 
missions; to balance the budget; 
to legislate labor unions into re- 
sponsibility for their actions; to 
declare that business has nothing 
to fear from future government 
policies; to kill wages and hours 
bills; to permit national and state 
banks sufficient freedom that they 
may cooperate in expanding loans 
for industry and general business 
—in short they demanded that 
government aid and not ham- 
string progress. Apparently “lit- 
tle business” wants from Wash- 
ington precisely the same things 
that “big business” wants. 


IF ?:— 
IF the Administration invited 
“little business” to Washington 
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hoping for endorsement of its un- 
warranted attacks on “big busi- 
ness” the results were disappoint- 
ing. If the Administration hoped 
for further ammunition to blast 
at the business structure of the 
country the “little business” con- 
gress was extremely disappoint- 
ing. If the Administration ex- 
pected a general vote of confi- 
dence from “little business” and 
an expression of complete ac- 
quiescence to and/or approval of 
current Federal fiscal policies then 
“little business’ was surely most 
disappointing to official Washing- 
ton. But to millions of distressed 
tax-paying citizens, both employ- 
ers and employees, “little busi- 
ness” was far from disappointing. 
having lived up to the best tradi- 
tions of true American principles 
and opportunities. The behaviour 
of “little business” under fire is 
a bright spot in the current strug- 
gle for recovery on an economic 
basis instead of through a doubt- 
ful reform program. 


CONSUMER CO-OPS :— 


Consumer cooperatives are un- 
deniably growing in number and 
size and are broadening their 
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scope of retailing to include a 
greater variety of merchandise 
which should be distributed 
through tax-paying retail hard- 
ware stores. The support that 
government (county, state and na- 
tional) has given such activity, 
even using tax money paid by 
retailers to aid these competitors, 
is appalling. A further indication 
of support from prominent pub- 
lic officials is claimed in a news 
release, from the Cooperative 
League News Service, New York 
City, dated Feb. 10, 1938. In 
part, this reads: “George D. 
Aiken, Governor of Vermont, be- 
came the fourth governor to rec- 
ognize publicly the importance of 
cooperatives for the development 
of economic security and social 
progress when he endorsed thé or- 
ganization of marketing and con- 
sumer cooperatives in an article 
in the February issue of the Ohio 
Farm Bureau. Governors Herbert 
Lehman of New York, Philip La- 
Follette of Wisconsin, and Elmer 
Benson of Minnesota had previ- 
ously endorsed consumer cooper- 
atives. Of particular interest was 
the non-partisan complexion of 


the group which included Republi- 
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PRESSURE LUBRICATION 
Without Special Fittings . . 


You are sure of three important protections to your 
bearings when you lubricate them with the ACCO- 
MORROW LUBRICATOR. You are sure that a 
plentiful supply of oil is forced into the bear- 

ing. You are sure that all the grit and dirt 
are flushed out of the bearing. You are 
sure that all the wearing surfaces of the 

bearing are provided with a protec- 
tive film of fresh, clean oil. 


And all these benefits without the 
need of putting special lubri- 
cation fittings on your bear- 
ings. The ACCO-MOR- 
ROW LUBRICATOR 
operates perfectly 

on the fittings 

you have now. 


10 models 







Saves Time 
Saves Money .. 
Protects Equipment 


With the ACCO-MORROW LUBRICA- 
TOR you know that oil is forced into the 
bearing. The patented OILING SEAL TIP 
makes it possible to exert a pressure of over 1000 
lbs. at the oil hole or fitting—all with a light hand 
pressure at the plunger button. This,means that no oil 

is wasted—that equipment is properly lubricated—that 
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can, Democratic, Progressive and 
‘Farm-Labor governors.” 


ELECTION TIME :— 


Some of these governors may 
soon seek reelection or will at 
least actively support aspiring 
successors for their high offices. 
Independent retailers, in these 
four states, and the wholesalers 
who serve them should call upon 
these four state executives to con- 
firm or deny these alleged en- 
dorsements of the consumer co- 
operative move and should call 
upon proposed successors for a 
similar declaration and then vote 
accordingly. This is proper activ- 
ity for all retailers, in all fields, 
both as individuals and collective- 
ly through their state trade asso- 
ciations. It is high time that 
retailers took an interest and an 
active part in selecting governors 
and members of state and national 
legislatures. There has been too 
much indifference and too much 
passive acceptance of office seek- 
ers because of patty emblems in- 
stead of declared policies and 
proposed programs affecting busi- 
ness. Too many professional poli- 
ticians and too few practical busi- 
ness men hold office in_ this 
country and as a result indepen- 
dent retailing is an inarticulate 
group, seldom a factor in election 
activities. In the other 44 states 
a similar interest by all retail 
groups should require candidates 
for office to declare themselves 
on the consumer cooperative move 
and on other matters of vital con- 
cern to the future of independent 
retailing. 


PAGE RIPLEY :— 


For more than 20 years I 
have heard hardware dealers 
worry about chain stores cutting 
prices and thereby taking business 
away from hardware stores. By 
and large, this is a true condition 
—but “believe it or not,” as Rip- 
ley says, I ran into an interesting 
report in reverse. A manufacturer 
who sells the hardware and drug 
trades showed me a formal com- 
plaint from a Massachusetts drug 
chain supervisor. This complaint 
stated this particular chain was 
featuring at $1.09 the same item 
that certain Worcester and Boston 
hardware stores featured at $1.00 
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or 98 cents. The suggested, though 
not contracted, retail price hap- 
pens to be $1.18 at which price 
another group of New England 
drug stores actually sells the item. 
This part of the story doesn’t 
prove anything, but the rest of the 
story does. 


INVESTIGATION :— 


The manufacturer sent a sales- 
man out to investigate the situa- 
tion and to check sales. The two 
drug chains averaged about the 
same on sales per store, with the 
$1.09 adherent a bit in the lead, 
but not seriously so. The average 
sales for the hardware stores in- 
volved was approximately 20 per 
cent per store of the average sales 
for the two drug chains per store. 
Part of this advantage can, of 
course, very properly be charged 
to the longer hours per week 
that the drug stores stay open for 
business. Both chains are open 
longer hours per week, a full 
seven days per week—an unfair 
and unbalanced advantage, but 
hardly a five to one advantage. 
The drug stores are open about 
10 per cent more selling hours 
than the hardware stores which 
does not justify the ratio of sales 
comparison reported. 


BETTER DISPLAY :— 


It was the final decision that 
the lower price by hardware stores 
a serious competitive 
problem in view of the five to one 
sales record and so the chain 
store supervisor withdrew the 
complaint with thanks. Very much 
interested in the entire subject, 
this manufacturer made personal 
visits to several of the hardware 
stores and chain drug stores in- 
volved. He then decided that the 
chain stores had more frequent, 
larger, better lighted displays of 
this particular merchandise and 
thereby sold more goods even at 
a slightly higher price. In some 
cases these drug stores were less 
than two blocks away from the 
hardware stores featuring a lower 
price. In each instance, the chain 
stores backed up their window 
displays with inside table or coun- 
ter displays whereas most of the 
hardware stores did not. This is 
a true story. The manufacturer 


was not 


showed me sales records, shipping 

records and named the dealers. | 
also read the territory salesmen’s 
reports and some of the corre- 
spondence in connection with this 
situation. 


SO WHAT ?:-— 


It would be foolish to even sug- 
gest that this is a typical situation 
or that hardware dealers offer 
many better prices than chain 
stores. Ninety per cent of the 
time the shoe would be on the 
other foot as far as price com- 
parisons are concerned. But it 
does strongly suggest, once more, 
that it takes methods as well as 
prices to properly compete, and 
that the competition of selling and 
display methods should have equal 
consideration with discussions of 
the competition of price. 


CONVENTION :— 


Last week this same manufac- 
turer attended one of two annual 
February drug chain conventions 
held at the Biltmore Hotel in New 
York City. He invited me over 
to visit with him and to see some 
of his new merchandise and dis- 
play ideas. While there I met the 
executive heads of several im- 
portant drug chains. To a man 
they were bubbling over with con- 
versation about displays, selling 
ideas, advertising plans, store and 
window lighting and the use of 
color, lights and motion in dis- 
plays. A casual glance at the 
convention program indicated that 
the various sessions were devoted 
very largely to such topics with 
a relatively scant part of the 
convention time assigned for dis- 
cussion of anti-chain store legis- 
lation, chain store taxes and such 
topics. In their conversations, 
their interests and their questions, 
advertising display and _ selling 
dominated the thoughts of the 
chain store men I met. When the 
subject of chain store taxes and 
anti-chain store laws came up they 
were frankly very much _inter- 
ested as these taxes and laws are 
a drastic threat to the future of 
chain store operations and all of 
these men knew and admitted it. 
Nevertheless, they were basically 
sales-minded and the records show 
that they are successful. 
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By ADON H. BROWNELL 


Chapter 21—Intermediate Course 


E now turn our attention 
to the subject of schools 
of design. 


What a headache this subject 
was to the builders’ hardware be- 


Fig. 1— 
Italian 
Renaissance 





Fig. 2— 
French 
Renaissance 
Design 


Fig. 3— 
DuBarry Design 
Louis XVI 
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Schools of Design 


ginner of 25 years ago! How I 
used to pore over the pages of 
Russell & Erwin’s No. 10 catalog 
while studying this subject. If 
you can get hold of a copy of 
that particular catalog or of 
Henry R. Towne’s book, “Locks 
and Hardware,” which was pub- 
lished in 1904, you will arrive at 
a better understanding of the dif- 
ficulties encountered by the be- 
ginner who attempted to gain a 
knowledge of schools of design 
a quarter of a century ago. 

Mr. Towne devoted nearly 400 
pages to a complete description 
of the subject. I know of no book 
that covered the subject so fully. 
Unfortunately, his book has been 
out of circulation for a long time 
and you will be exceedingly lucky 
if you can find a copy to use. 

There is a tremendous difference 
in this end of the business today 
as compared to it 25 years ago 
and, in order to give you some 
idea of that difference, I will give 
a comparison between two schools 
of design. At the time his book 
was published, Mr. Towne listed 
38 different patterns in Italian 
Renaissance manufactured — by 
Yale & Towne alone. The firm’s 
present catalog shows only one 
pattern for this period. In 1904, 
Mr. Towne listed 75 patterns in 
Colonial design manufactured by 
Yale & Towne. The firm’s present 
catalog shows only 10 examples 
of this period. What is true of 
Yale & Towne is true of all other 
manufacturers. The World War 
brought standardization to the 
fore and wiped out the old ideas 


of hardware design. What a dif- 
ference! And what a break for 
you present day beginners. 

Despite the large numbers of 
designs, the architects of that day 
delighted in evolving special de- 
signs for particular buildings. 
This practice, however, has passed 
out of the picture to a considerable 
degree. 

The subject of schools of de- 
sign is intensely interesting. After 
having studied from the above 
mentioned sources as well as Mr. 
Thomas’ presentation of the sub- 
ject in his book, “Builders’ Hard- 
ware from the Ground Up,” which 
was published serially in Harp- 
WARE AGE several years ago, I 
have found that it will be a de- 
cidedly difficult matter to present 
the subject adequately in the 
limited amount of space occupied 
by this series. 

Periods of architecture or 
schools of design cannot be prop- 
erly covered in this manner. Let 
me urge every student of this 
course to go to the local library 


Fig. 4— 
Gothic 
Design 
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or talk with a friendly architect 
and borrow his books on the sub- 
ject. No matter how or where you 
get the information, the important 
point is to get it! 

Architects will have greater con- 
fidence in you if you are able to 
discuss the subject with some de- 
gree of familiarity and authority. 
From the earliest periods of his- 
tory to the latest developments in 
the Modernistic School of Design, 
such a study will be a real edu- 
cation. 

So, after much thought, I have 
decided to stick strictly to hard- 
ware and in the description that 
follows will pick out only a por- 
tion of those more generally used 
periods of design hardware. 

This chapter contains illustra- 
tions of nine different schools of 
design which have been selected 
as examples of particular periods. 
By way of explanation, it may be 
said that most manufacturers 
make suitable designs for all of 
these periods. Study your own 
manufacturer’s catalog and famil- 
iarize yourself with the designs 
as classified by periods. 

Fig. 1, for example, shows the 
only remaining pattern of Italian 
Renaissance shown in Yale & 
Towne’s catalog, undoubtedly the 
best of the 38 they used to manu- 
facture. Italian Renaissance fol- 
lowed closely after the Gothic and 


Fig. 5— 
Elizabethan 
Design 
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produced many beautiful, but also 
many frightful, results. 

Fig. 2 shows a popular French 
Renaissance design manufactured 
by P. & F. Corbin. French Renais- 
sance sprang from the Italian and 
the beauty of the designs of that 
day is still felt and admired. 

Fig. 3, to continue the French 
designs, shows one of the more 
popular designs of Louis XVI 
manufactured by Sargent & Co. If 
you will study the history of de- 
sign from Louis XIV_ through 
Louis XV and Louis XVI, I think 
you will agree with me that in 
picking this particular design we 
have chosen one of the richest but 
far from the most ornate of that 


period. 
Fig. 4 is Russell & Erwin’s 
Gothic design, Warwick, also 


manufactured by several other 
manufacturers. In my opinion it 
is one of the best of the Gothic 
designs. In our modern day the 
use of Gothic period hardware 


has been identified _ largely, 
although not entirely with 
churches and other religious 
buildings. 


Fig. 5 shows a Lockwood Eliza- 
bethan design, a period hardware 
quite popular for a time in Amer- 
ican homes. The Elizabethan peri- 
od is really a cross between Gothic 
and the Renaissance and was de- 
veloped during the reign of Queen 
Elizabeth from 1558 to 1603. 

Fig. 6 gives us a Greek design 
as manufactured by Penn Hard- 
ware Company. The Greek orna- 
ments featured the lotus and the 
egg and dart. This school is one 
of dignity, simplicity and beauty. 

Fig. 7 is among the best of the 
Roman period and is another Cor- 
bin design. Does not this pattern 
in its ruggedness, simplicity and 
strength make you sense the glory 
that was Rome? 

Fig. 8 presenting a Mission pat- 


tern of Yale & Towne and Fig. 9 
from the same school of design 
made by Russell & Erwin are two 
splendid examples of this type. 

There are many places where 
the Mission school of ornamenta- 
tion lends itself most expressively. 
particularly on the West Coast 
and in Florida where this design 
is decidedly popular. 


Fig. 6— 
Greek 
Design 





Fig. 7— 
» Roman 
Design 





Fig. 8— 
Mission 
Design 
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In a course of this kind one can 
only suggest the importance of a 
more complete study of such an 
interesting matter as schools of 
design. It has been my endeavor 
to illustrate some of the more gen- 
erally used schools, particularly 
older and ornamental periods. 

All manufacturers make many 
more designs in most all of the 
periods mentioned as well as a 
number which I have not dis- 
cussed. If you desire to become a 
real student of this subject you 





Fig. 9— 

“Alamo” 
Mission 
Design 


will obtain a great 
deal of knowledge 
for your builder’s 
hardware career 
and you will also 
acquire a much 
deeper apprecia- 
tion of the arts. 

Remember that these illustra- 


tions show only a few items. 
There are many items made by 
various manufacturers which in- 
clude not only lock trim for out- 
side locks but for inside locks as 
well. And also bear in mind the 
fact that these period designs are 
frequently carried out to con- 
siderable length. even to the cabi- 
nets and windows of a home. 

In our next chapter we turn to 
the other schools of design more 
often used, such as Colonial and 
modern schools. 





The House That Cost Too Much Jack to Build 























Quis IS THE HOUSE THAT 
WASN'T BUILT. 





PURCHASED BY THE CONTRACTOR WHO WAS 
NOT ENGAGED BY THE MAN WHO DOESN'T 
LIVE IN THE HOUSE THAT WASN'T BUILT. 





QpHESe ARE THE WAGES THAT WERE NOT 
PAID TO THE LABORERS WHO WERE NOT 
EMPLOYED TO WORK WITH THE MATERIALS 
THAT WERE NOT PURCHASED BY THE 
CONTRACTOR WHO WAS NOT ENGAGED 
BY THE MAN WHO DOESN'T Live IN 
THE HOUSE THAT WASN'T BUILT. 

AND SOME PEOPLE THINK THEY'RE 
A LITTLE TOO HIGH. 


QpxHese 


ARE THE 

MATERIALS 
WHICH 

WERE NOT 








Qpris IS THE MAN WHO DOESN'T Live 
IN THE HOUSE THAT WASN'T BUILT. 


Qpuis IS THE CONTRACTOR WHO WAS 
NOT ENGAGED BY THE MAN WHO 
DOESN'T LIVE IN THE HOUSE THAT 

WASN'T BUILT, 





@duese ARE THE LABORERS WHO WERE 
NOT EMPLOYED To WORK WITH THE 
MATERIALS WHICH WERE NOT PURCHASED 
BY THE CONTRACTOR WHO WAS NOT 
ENGAGED BY THE MAN WHO DOESN'T 
LIVE IN THE HOUSE THAT WASN'T BUILT. 
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Empty Shelves—Empty Stores— 





From these semi-empty shelves it is but a 
step to an empty store and an empty till. 


some one would 


UPPOSE 
suggest using this selling talk 
when your valued customers 

come into your store: 

“Mr. (or Mrs.) Blank, I sug- 
gest that you start buying from 
my wide-awake competitor down 
the street. He is a good fellow, 
courteous and obliging; he wants 
your patronage; he has a nice- 
clean-attractive, well lighted store; 
he keeps a complete stock to sup- 
ply your needs promptly. Go 
down there today and buy from 
him what you expected to buy 
here in my store. Then hereafter 
buy all your needs from him and 
quit coming to my store.” 

Wouldn't your answer be: 
“Why that kind of talk to my 
good customers would mean busi- 
ness suicide for me. Whoever 
suggests that I do such a thing is 
just plain crazy.” 

Maybe nobody suggested that 
plan, but the question is: “Are 
you actually following that plan 
without realizing it?” 

Here’s the way to find out. 
Make a mental checkup of how 
many times during the past few 
weeks you have used the most ex- 
pensive words in the English lan- 
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guage for a retail merchant to 
use. Those words are—“‘Sorry, 
but we are out of that.” 

The use of those words mean 
not only the loss of profits on that 
possible sale, but their more sig- 
nificant and expensive meaning 
is—“Go to my competitor’s store, 
that’s the place where you should 
buy.” Business suicide language? 
Yes, because that customer may 
never come back. 

When the stock market crash 
happened early last fall, mer- 
chants couldn’t understand _ it. 
They figured that maybe the bot- 
tom of the world would drop out; 
that merchandise would 
crash. They became jittery and 
many of them said: “Ill stop 
buying.” 

Farmers, too, “wondered” what 
was going to happen and held on 
to a large part of their crop money 
which they had left after paying 
their debts. 

Other farmers “kicked” because 
crop prices were too low whereas 


prices 


in many instances their larger 
yields at the lower prices gave 
them more dollars for their crops 
than last year or preceding years. 

Few of them realized or would 


Empty Tills! 


By 
LUTHER R. STEIN 


Vice-President, 


Belknap Hardware & Mfg. Co., 


Louisville, Ky. 


admit that the buying power of 
their crop dollars was greater 
than any time since 1926 because 
general merchandise prices had 
not advanced proportionately with 
the price of farm products. 

Workers in all branches of in- 
dustry, having regular and larger 
pay checks and “money in the 
bank,” wondered too and started 
hoarding their pay checks and 
surpluses. 

Regardless of the reason or the 
soundness of the reasoning, a 
modified form of buyer’s strike 
began. It may seem to you like 
that happening was as near as 
“vesterday” but remember that 
was five months ago. 

During the past several months 
the “necessity buying” has reached 
totals which surprised many deal- 
ers, but those dealers continued 
“sweating their stocks.” The re- 
sult has been an orderly but siz- 
able liquidation of merchandise 
stocks. 

Many dealers over-did it. They 
are telling us so and the orders 
they are giving us confirm it. 

Increased labor costs, shorter 
hours, added tax costs have caused 
many manufacturers to say: “We 
can’t reduce prices without show- 
ing losses.”” So, in the main, the 
markets for highly manufactured 
goods have been firm. 

We tried for every price con- 
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The Lundy hardware 
store, Sandusky, Ohio, 
a city of 25,000, 
developed sales of 
major appliances by 
means of displays, 
outside canvassing 


and advertising until... 





ces at 


The horseshoe 
table display. 
major applian- 


right. 


They Sold 139 Refrigerators 


and 75 Gas Ranges During the Same Period 


























The exterior of the Lundy store is modernistic in every detail. 


N attractive store—remodeled 
A in 1936—outside canvass- 
ing and constant advertis- 
ing resulted in the sale of 139 
electric refrigerators and 75 gas 
ranges last year at the Lundy 
Hardware store in Sandusky, Ohio. 
During the previous year the store 
sold 102 refrigerators. Improved 
display facilities helped increase 
1937 general business for the firm 
about 20 per cent above that of 
1936. 

William J. Lundy, owner of the 
store, says of selling major elec- 
tric and gas appliances, “Personal 
contact at a prospect’s home is 
the best method of getting people 
to visit the store to see electric 
refrigerators, electric ranges, iron- 
ers, washers and gas ranges. We 
talk larger refrigerators and usu- 
ally sell 6 or 7 cubic foot models. 
If we can’t sell the large models 


HARDWARE AGE 


+g 


oe 
ty, 
n- 


ht. 





we try to sell the smaller units. We 


-do not talk about deferred pay- 


ments until the customer indicates 
that he or she will buy on no other 
plan. Advertising at least once a 
week, in both an evening and a 
morning paper, and sometimes 
oftener, keeps our store and our 
major appliances in the minds of 
local people at all times.” 

Sixty of the 139 electric refrig- 
erators sold last year at Lundy’s 
were on a cash basis or were paid 
for within 30 days of the actual 
sale. Where a deferred payment 
plan is required by the customer 
the sale is financed by The Ohio 
Public Service Co. The Lundy 
store has an exclusive franchise 
on the refrigerator line it handles 
and many inquiries are referred 
to the firm by the utility company. 
Before agreeing to sell a refrig- 
erator on a time payment plan 
the Lundy organization makes a 
quick but thorough investigation 
of the customer’s past credit rec- 
ords, through the local credit bu- 


in 1937 © 





reau. As a result only three re- 
frigerators have been repossessed 
by the store in the last six years. 

One Saturday, not so long ago, 
seven refrigerators were sold at 
Lundy’s—a really good volume 
for any hardware store in a city 
of less than 25,000 population. 
In six years the store has only had 


a gas range only on a time pay- 
ment plan the Lundy store finances 
these transactions on a one-year 
contract. Trade-ins are permitted 
on gas ranges, the trade-in mer- 
chandise being stored in the stock 
room. Most trade-in ranges are 
sold through classified advertise- 
ments in local newspapers. As a 





A section of the display of home laundry equipment at the left of 
the entrance. Lamps are also shown to advantage in this section. 


to accept four refrigerators, on a 
trade-in basis, to make sales of 
new units. Time payment sales 
are usually on one, two or three- 
year contracts. 

The gas ranges sold last year 
were mostly for cash or on 90-day 
terms. When a customer will buy 





Lineup of refrigerators of various sizes and types at the right of 
the entrance. The horseshoe display table is seen at the left. 
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result of cautious but satisfactory 
allowances the store is usually able 
to resell these used appliances for 
a price equal to that the customer 
received for the old range. More 
attention has lately been given to 
electric ranges than in previous 
years and in the first five weeks 
of this year six electric ranges 
were sold, without decreasing the 
effort on gas ranges. 

At least one refr'gerator and 
one gas or electric range is dis- 
played in the show windows, the 
year “round, different models _be- 
ing shown at different times with 
emphasis on the larger and higher 
priced units. All refrigerators dis- 
played in the store are connected 
so that customers may be given 
satisfactory demonstrations. While 
gas ranges are not connected, pro- 
vision is made for having them 
quickly attached to a gas line when 
desirable. 

On Feb. 8, 1938, Lundy’s, in 
cooperation with the Ohio Public 
Service Co., sponsored an electric 
cooking school—the third annual 
event of that nature in which the 
store has participated. The adver- 
tisements for the school mentioned 
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Amended FHA Program 


The amended FHA program for 1938 promises 300,000 to 
450,000 new homes with an estimated $67 per home for 
finishing hardware. This represents a total finishing 
hardware market of from $20,100,000 to $30,015,000. 


By L. W. MOFFETT 


Washington Representative 


of Hardware Age 











T is the job of hardware dealers to make sure that 

at least $67 worth of finishing hardware goes 
into each new home constructed under the new 
FHA program. This is little enough for the hard- 
ware, which should represent at least 2 per cent of 
individual total cost of each house. Aggressive 
selling will increase the amount of hardware sales. 
The plumber, painter, electrician, etc., will be out 
in front to build up their individual parts of the total 
sale. The hardware goes on last so it will require 
extra selling effort and selling courage to assure 
good quality, serviceable hardware that is sold at 
a profit and to the credit of the hardware trade. 
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Above is a house having a FHA valuation of 
$5,000 and carrying a FHA loan of $4,000 for 
nineteen and a half years. At the left is 
another dwelling in the same price range. 


LARGE market for finish- 
A ing hardware requirements, 

purchased chiefly from re- 
tailers, is expected to develop un- 
der the Federal Housing Adminis- 
tration program through the 
amended law signed by President 
Roosevelt on Feb. 3. Obviously 
any figure suggested can be no 
more than an estimate. There are 
varying estimates of the number 
of dwelling units that will be built 
under the act. Then in addition it 
provides for insurance loans for 
modernization and repair work, 
two items which might take much 
more hardware than would be re- 
quired for new units. 

Estimates have been made that 
at least 300,000 new dwelling 
units will be constructed in 1938 
under the FHA program. This is 
but 5000 more than the number 
of urban and non-farming hous- 
ing units built in 1937, before the 
liberalized terms of the FHA act 
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Another type of dwelling having a FHA valuation of $5,000 
and carrying a $4,000 FHA loan for nineteen years. Hinges, 
locks, door knobs, shutter catches and other types of hard- 
ware may be seen on these dwellings, all of them repre- 
senting sales opportunities for the hardware dealer. These 
houses were built before the Act was amended. Under tho 
new law the insurable limit is 90 per cent of the value. 


were available. Some sources have 
set the 1938 goal at 450,000 units. 
Assuming a finishing hardware 
outlay of $67 for a moderate- 
priced home, the type the amended 
law chiefly contemplates, the total 
market for hardware for new 
houses alone would be $20,100,- 
000 annually on the basis of the 
smaller estimate and $30,015,000 
on the basis of the larger estimate. 

This figure of $67 was given 
HarpwarReE Ace by Herman B. 
Byer, chief, Division of Construc- 
tion and Public Employment, De- 
partment of Labor. It is based on 
an analysis of building material 
costs for 89 one-family dwellings 
averaging $6,375 apiece, in 15 
cities. These dwellings were all 
financed from private funds. 
The cost of finishing hardware 
amounted to 1.1 per cent of the 
contract price or 2 per cent of the 
total expenditures for materials. 


A study of 11 PWA apartment 
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housing projects, with 4426 dwell- 
ing units averaging 344 rooms 
apiece, showed expenditures for 
finishing hardware of $40 per 
dwelling unit. The $67 figure may 
prove somewhat high since it cov- 
ers only the price of a single 
house, exclusive of real estate. 
Homes to be built under the FHA 
act likely will be somewhat less 
costly, perhaps averaging around 
$5,000, while apartment dwelling 
unit hardware costs are much less 
than the housing unit costs. Hence, 
the $67 figure is offered merely as 
an approximate sum. 

FHA officials w:ll make no pre- 
dictions as to either the construc- 
tion, modernization and_ repair 
work or new building that the 
newly amended act will develop. 
But they are optimistic over reac- 
tion from the new law. Federal 
Housing Adm‘nistrator Stewart 
McDonald said reports from all 
sections of the country indicate a 


general revival of home building 
and modernization under the 
amended act. Reports from all 
sections were said to show that the 
“program is meeting with wide en- 
thusiasm from lenders, builders 
and real estate developers.” 

“Apparently there is a general 
revival of home building and mod- 
ernization and I feel that by 
spring the effects of the act will be 
clearly noticed,” said Mr. Mc- 
Donald. “The response exceeds 
our expectations.” 

The FHA program under the 
amended law deals solely with 
projects and mortgages that are 
considered economically sound. It 
is designed to be largely self-sus- 
t:ining through the operation of a 
Federal mortgage insurance sys- 
tem which has been operated 
since 1934. 

On Feb. 10 under the direction 
of President Roosevelt, the Recon- 
struct-on Finance Corp., organized 
the National Mortgage Association 
of Washington with a paid in cap- 
ital stock of $10,000,000 and a 
paid in surplus of $1,000,000. 
This completed the set-up which 
makes available the facilities of 
the new FHA act. The association, 
authorized to issue debentures up 
to 20 times its paid in capital 
stock, can therefore borrow up to 
$211,000,000. It will invest in 
first mortgages insured by the 
FHA. Chairman Jesse Jones, of 
the RFC, announced that the 
President also had requested that 
the RFC hold in reserve an addi- 
tional $40,000,000 for the capital- 
ization of other mortgage associa- 
tions or for increasing the capital 
stock of the first. 

The FHA is authorized to in- 

(Continued on page 45) 
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In the February 10th issue we 
discussed selling the modern 
kitchen idea. We now come to 
the next logical step-planning 
the efficient, modern kitchen 


HEN planning a modern 
kitchen, home _ econo- 
mists, kitchen planning 


services and manufacturers inter- 
ested in furthering the idea of 
kitchen modernization divide the 
kitchen into “work centers.” 

The hardware dealer has a very 
effective weapon in his hand by 





The gas range still cooks but 
has lost its appearance. There selling the idea of these “centers” 


is no refrigerator. Dark brown 
walls and woodwork steal the 
light. The answer is seen below. 





which follow the general idea of 








And here's the solution. Modern au- 
tomatic gas range and refrigerator 
with automatic gas water heater in 
the basement. Food preparation cen- 
ter centralized near range and re- 
frigerator. Dish washing center also 
centralized with dish closets at hand. 
Light colored walls and cabinets. 
The lighting unit in the ceiling and 
others behind the valance at range 
and window leave no dark corners. 
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A || Illustrations on these 
} two pages—courtesy of 


American Gas Ass'n 




















The original problem is seen 
below. At the left is the re- 
modeled kitchen. The range is 
4 unchanged but the refrigerator 
E is placed inside the kitchen. 
Double sink has individual 





so-called “straight-line produc- 
tion” in modern factories. In the 
well laid out industrial plant ma- 
terial passes through the receiv- 
ing department for storage, to the 
production line and _ thence 
through the shipping department. 
For the kitchen the same idea must 
be adapted—if efficiency and ease 
of operation are to be obtained. 
Instead of factory equipment and 
metal, wooden or other materials, 
the kitchen has its utensils, appli- 
ances and “gadgets” used to store 
and prepare food and for the 
essential handling of refuse. 
Some authorities on kitchen 
planning break the kitchen 
down into six or seven “centers” 
although the general practice is to 
divide the kitchen into three cen- 
ters—l. Refrigerator and prepa- 
ration center; 2. Sink and dish- 
washer center and 3. Range and 
serving center. These centers 
apply to the all-electrical kitchen 
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light. Walls are light. Sink, 
range and refrigerator com- 


NG | plete a compact working 





circle that saves footsteps. 
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as well as the kitchen in which 
both gas and electricity are util- 
ized. They also hold true for the 
kitchen in rural districts where 
neither gas nor electricity is used. 
With these centers in their proper 
places, food storage is near the 
entrance and the adjoining center 
is for cleaning of food and later 
when meals have been served, 
for cleaning of utensils. The final 
center is the one in which the 
cooking and preparations for serv- 
ing are executed. 

At the New York Herald-Trib- 
une Home Institute, its model 
kitchen is divided into seven cen- 
ters—each of the above mentioned 
units being divided into two cen- 
ters and a seventh being added in 
the form of a planning desk where 


















the housewife keeps bills, recipes 
and plans her menus, etc. Added 
equipment at the Herald-Tribune’s 
planning desk is a portable type- 
writer and a midget size radio 
enabling the listening in to pro- 
grams of interest to a woman. At 
the institute there is another inter- 
esting feature—a table on casters 
enabling easy handling of dishes 
and saving footsteps in baking 
operations, etc. The table top like 
other working surfaces is 34 inches 
above the floor. 
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Crane Co. 





Kohler Co. 


Above is shown a picture of 
a kitchen before it was mod- 
ernized. Primitive in many 
respects it should be com- 
pared with the one directly 
opposite. The two illustrations 
at the left and below show kit- 
chens which represent ihe 
spirit of the present day. 
Clean, light and compact they 
provide labor-saving work- 
rooms which make life a bit 
easier for those who spend 
many hours of the working 
day in them. 


Crane Co. 
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Kohler Co. 


The illustration above is the 
kitchen shown at the top of 
the opposite page—atfter it had 
been modernized. It’s a light, 
airy room in which no steps 
are wasted. At the right is 
seen a corner of another type 
of modern kitchen and below 
is another. Hardware dealers 
have many selling points in 
their favor when they sell the 
idea of the modern kitchen- 
efficiency, appearance, labor- 
saving are some of them. 


Crane Co. 
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Manufacturers of appliances have 
their own kitchen planning services 
in many instances and there are 
several who sell complete kitchens. 
One manufacturer, and there are 
probably others, provides minia- 
ture kitchen equipment models, 
permitting the dealer to show a 
customer exactly how a kitchen 
can be arranged with that par- 
ticular maker’s latest kitchen 
equipment. Other producers of 
kitchen equipment provide charts 
for enabling the planning of a 
modern kitchen. Dealers can 
adapt the idea of the planning 
services by working out plans for 
their customers’ kitchen. The chart 
representing the kitchen should be 
divided into squares representing 
one foot each and the equipment 
may be indicated by flat cardboard 


Republic 
Steel Corp. * 


pieces cut to scale. With such 
charts, the customer can be given 
a good picture of how her kitchen 
should be rearranged for modern 
production methods. 

In an address on planning the 
complete electric kitchen, Irving 
W. Clark, manager, Kitchen Plan- 
ning Section, Westinghouse Elec- 
tric & Mfg. Co., tells of the first 
section of the kitchen comprising: 
“a refrigerator, about which is 
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grouped cabinet storage space. If 
our perishable foods are to be 
stored as they are, in the refrigera- 
tor, it is a most logical conclusion 
that the staple food: spices, ex- 
tracts, etc., should be stored im- 
mediately adjacent to the refriger- 
ator, as the staple foods and 
perishable foods must be blended, 
in order to make the finished 
product.” 

Of the second division of the 
kitchen which he terms the “sink 
and dishwasher center,” Mr. 
Clark says, “This center, like the 
refrigerator and preparation cen- 
ter, consists of a major piece of 
electrical equipment, namely the 
dishwasher and sink plus_ the 
necessary cabinet grouping to en- 
able one to store things that are 
needed, around the sinks for con- 
venient use. 

“The cabinets above the coun- 
ter or wall cabinets . . . are for 
the storage of glassware and 
dishes. The glassware should be 
stored on the side nearer the re- 
frigerator whether it be on the 
left or the right. This is neces- 
sary, as glassware and glasses are 
used more frequently at the re- 
frigerator for serving cold dishes, 
than is the table china. On the 
opposite side, away from the re- 
frigerator and near the range, the 
table china should be kept.” 

Outlining the third center—the 
range and serving center—Mr. 
Clark points out that convenient 
operation and the availability of 
storage space so that equipment 
and materials may be at the point 
of first use, must be the guiding 
factor in planning. 

Kitchen layouts may be divided 
into four types, which will cover 
the needs of practically all homes. 
There are the “U-shaped,” “L- 
shaped,” “broken L-shaped” and 
“individual center kitchen.” The 
“U-shaped” kitchen is the most 
efficient grouping of the three cen- 
ters with its complete, unbroken 
arrangement occupying three sides 
of the room. As the majority of 
housekeepers are right - handed 
85 per cent of the refrigerators 
sold have right-hand door swings. 
Where the refrigerator has right- 
hand door swing it should be lo- 
cated in the right leg of the “U” 
shaped kitchen. Left-hand swing 


refrigerators should be located in 
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the left leg of the “U” kitchen. 
In the “broken-L” shaped kitch- 
en, or kitchen with doorways 
which will not permit an unbro- 
ken working surface travel be- 
tween doorways adds to the foot- 
work necessary in the preparation 
of meals. This arrangement is 
used in renovation work where 
existing doorways can only be 
eliminated or changed at consid- 
erable cost. 

In the individual center kitchen 
each center is an individual unit 
separated from the others by door- 
ways or windows. With this type 
layout direct traffic from the doors 
must go through the main work 
area which though not desirable is 
unavoidable in many residences 
already built. 

Whether modernized kitchen is 
all-electric or utilizes gas, oil or 
gasoline appliances, or a combina- 
tion of these various types, the 
layout plans are the same for a 
well-planned, efficient, labor-sav- 
ing kitchen. . 


Determining Space 


The number of bedrooms in a 
residence, rather than the number 
of people living in the house 
should determine the proper cabi- 
net storage space and the amount 
of space required for range, re- 
frigerator, and dishwasher of ade- 
quate capacity. It is the number 
of bedrooms in a residence that 
determines the normal occupancy 
and upon normal occupancy all 
calculations as to storage require- 
ments and space for equipment 
should be based for a satisfactory 
installation. When figuring nor- 
mal occupancy it is considered 
that there is one adult person per 
bedroom for all bedrooms except 
the master bedroom, which is fig- 
ured on the basis of two adult 
persons. The number of persons 
which residences with from one 
to five bedrooms will accommo- 
date is, according to the Westing- 
house company :— 


Norma. Occupancy OF RESIDENCES 


Number Number 
of of 
Bedrooms Persons 
1 2 
PE ee 3 
eee 4 
OS ae 5 
5 6 


“To the number of persons cal- 
culated as normal occupancy of 
a residence, add two persons to 
care for: 1. Accumulation. 2. En- 
tertainment. 

“Six square feet of upper cabi- 
net shelf space are required for 
each person normally occupying 
a home, plus the two persons to 
provide for entertaining and ac- 
cumulation. Upper cabinet stor- 
age space is the cabinet space 
above the counter line. The square 
footage applies to shelf areas only. 
Cabinet spaces above refrigerator 
or broom closet are not considered 
in this formula. 

“These spaces are of both the 
drawer and cupboard storage type, 
with many variations. Base cabi- 
nets should, however, in every 
case occupy all the space beneath 
upper wall cabinets not required 
by range, dishwasher, and refriger- 
ator. An exception is to be found 
where an approximate maximum 
amount of linear footage of base 
storage is available, but due to 
window or door locations there is 
a shortage of upper storage space. 
In such cases, the necessary stor- 
age shelf area may be added by 
installing an upper cabinet else-~ 
where in the room. It is unneces-. 
sary to install another base cabi- 
net under this wall cabinet to as- 
sure a balance of storage of upper: 
cabinets. The important thing is. 
to reach the balance of the stor- 
age of shelf space above the coun- 
ters, as this is the most important 
section.” 

For residences with one to five 
bedrooms, the Westinghouse com- 
pany suggests this table: 


ReEsIpENCE STORAGE REQUIREMENTS 


Number Upper Shelf 
of Storage 
Bedrooms Sq. Ft 
| nae eee 24 
> Re Ae ane 30 
: Pee eee 36 
| EE ae 42 
Pre ere weer 48 


Base Storace Linear FEET 


Minimum Maximum 
RE Se Se eee 4% 
ORE aes 6 
: Se 7% 
US bce kr aatentx woes 9 
pee ae 10% 


The Kitchen Modernizing Bu- 
reau states that, “While the costs 
(Continued on page 98) 
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Revere Copper Utensils—Re- 
vere Copper & Brass, Inc., Rome 
Mfg. Co. Division, Rome, N. Y., has 
announced for a limited time a 20 
per cent reduction in prices on solid 
copper tea kettles and a 30 per cent 
reduction in the prices on solid cop- 
per skillets. 

* * * 

Builders’ Hardware, etc. 
The Yale & Towne Mfg. Co., Stam- 
ford, Conn., placed a decline of 10 
per cent in effect Feb. 7 on Yale 
rim spring-latches and rim dead- 
latches. Simplex Junior and _ Jiffy 
galvanized roof flashings were re- 
duced approximately 8 per cent on 
Jan. 25, below the schedule put out 
Dec. 15. A decline of 5 per cent is 
reported by jobbers on Clark’s 
clothes racks or driers. Stove mica 
has been reduced about 10 per cent. 

*% * * 


Canvases, Belting, etce.— 
White and waterproof canvas tents 
and ’paulins have declined 74% per 
cent since Jan. 1, making the total 
drop from the price levels of early 
November about 20 per cent. Whole- 
salers feel that schedules are now 
sufficiently low to justify steadiness 
through the coming several months. 


* *% * 


Screw Machine Products— 
New discounts were announced on 
cap and set screws Feb. 9. The de- 
cline on hexagon head cap screws 
was 25 per cent, and on square 
head cup point set screws 20 per 
cent. 

* * * 


Asphalt Roofing and Shingles 
Current prices, reduced sharply 
in January, compare so favorably 
with those available at this time last 
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Feb. 24, 1938 


DECLINES 


Revere Solid Copper Tea Kettles 
and Skillets. Yale Rim Spring- 
Latches and Rim Dead-Latches. 

Some Galv. Roof Flashings. 

White, Waterproof Canvas Tents 
and ’Paulins. 

Hex. Head Cap Screws. 


ADVANCES EXPECTED 


Sq. Head Cup Point Set Screws. 

Linseed Oil. Lead, Zinc, Lead 
Products. 

Electrical Wires, Cords, Armored 
Cables. 

Clark’s 
Mica. 


Clothes Driers. Stove 


Asphalt Roofing, Shingles. 


year, and are so near the low levels 
of any recent season, that much in- 
terest is being shown. Jobbers and 
retailers have bought or are plan- 
ning to buy these lines more liber- 
ally than is their cautious habit 
nowadays on other purchases, feel- 
ing that present levels are too low 
to continue. Wholesalers are told 
that it is more than likely that 
higher price schedules may be an- 
nounced at any time, with scant 


notice. 
x* %* 


Paint Lines—December sales 
of paints, varnishes, and lacquers 
totalling some 184% million dollars 
compared with nearly 2914 million 
in December, 1936. For the year, 
however, the favorable sales gains 
of earlier months brought the 1937 
total to above 402 million dollars, 
compared to 382% million the pre- 
ceding year. Current sales in all 
paint lines are extremely light, and 
prices continue unchanged. A de- 
cline was reported Feb. 9 of 114 
cents per gallon on linseed oil. The 
working agreement between glass 
manufacturers and their labor has 
been renewed for another year. 


Lead and Zinc—Further 
drops came in lead and zine during 
the earlier day. of February—in an 
endeavor to stimulate ordering. Lead 
declined 15 cents per 100 lbs. on 
Feb. 8 and 25 cents on the 10th, to 
restore a price lower than has ap- 
peared since early 1936. Zinc 
dropped’25 cents per 100 Ibs. on 
Feb. 8, to bring the market back 
to the July, 1936, level. Stocks of 
these metals have been increasing, 
despite reduced production, due to 
scant sales. Lead pipe, sheet lead, 
and washers were reduced on Feb. 
8 by National Lead Co., and others, 
with a further decline on Feb. 10, 


both following the reduced lead 
market. Solder quotations have 
dropped a small percentage. Lead 


oxides were reduced 14 cent per lb. 
Copper and brass products (includ- 
ing sheets, wire, rods, tubing, etc.) 
have remained unchanged since Jan. 
28, and are now lower than any 
schedules quoted during 1937, but 
are still approximately two cents 
per lb. above their lows of 1936. 


* * * 


Tool Manufacturers Expec- 
tant—Some tool manufacturers, de- 
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spite their extremely scant volume 
of orders during the past four 
months, are definitely expecting a 
renewal of more normal demand this 
spring. Some companies are recall- 
ing laid-off workmen, and are pre- 
paring to operate more hours per 
week. New orders recently received 
for hammers and other staple car- 
penters’ tools are said to justify 
this renewed optimism. 


* * * 


Electrical Appliances — De- 
cember sales records suffered de- 
clines on major household appli- 
ances, but a slight improvement is 
expected to show in the January 
figures. Household refrigerator sales 
declined only moderately in Decem- 
ber to 101,881 units, as compared 
to 112,119 in December, 1936. For 
the entire year, however, refrigerator 
sales reported by the manufacturers’ 
association gained more than 16 per 
cent. Washing machines dropped in 
December by the surprising percent- 
age of 40.2 per cent, and this sharp 
decrease brought the total for the 
year some 5 per cent below 1936 
figures. In vacuum cleaners, 1937 
sales reached the best total in the 
industry’s history—12.9 per cent 
above 1936, and current sales, while 
not up to a year ago, are holding 
relatively favorable. Further recent 
declines in price of 5 to 10 per cent 
have been announced on electrical 
wires, cords and armored cables, 
whose market has been steadily 
weak for two months or more. Prices 
on these lines, jobbers state, are 
back now to where they were about 
fourteen months ago. 


* * * 


Housewares—Sales of house- 
wares have been swelled appreci- 
ably, under the influence of the mer- 
chandise shows. In particular, job- 
bers and retailers who have been 
featuring modern lines of china and 
glassware report a demand unusu- 
ally well maintained, since the pre- 
holiday activity. Both china and 
glassware now are available for the 
retailer in well selected assortments, 
thoroughly modern in pattern and 
moderate in price, and the profit ob- 
tainable on these by the stores is 
said to be more liberal than on many 
other lines of home supplies. 


+ ” * 


Games and Gift Goods—An- 
other department maintained by suc- 
cessful retailers past the holiday 
season has been that including gift 
goods, games, and toys—frequently 
conducted in connection with show- 
ings of sports supplies. Rather not- 
able sales have been enjoyed by re- 


36 


tailers in a number of towns on 
indoor games, playing cards, etc. 
A year-round selection of mechan- 
ical and other toys has been bring- 
ing almost continuous sales to other 
stores, for birthdays and other all- 
season gift occasions. In some sec- 
tions, early “breaks” of favorable 
weather have carried sales of roller 
skates, to date, considerably ahead 
of last year’s corresponding show- 
ings. 
* * * 


News of Steel—The rate of 
steel production last week. esti- 
mated by the American Iron & Steel 
Institute at 31 per cent of capacity, 
was a shade better than in the week 
preceding, with the current flow of 
new orders moderately better than 
during the earliest weeks of the 
year. Producers feel certain that the 
country’s actual consumption of 
steel today is slightly in excess of 
mill shipments, and that buying is 
still held to a minimum pending 
definite announcement of second 
quarter prices. On Feb. 9, wage 
negotiations between the U. S. Steel 
Corp. and the steel workers union 
left wage scales unchanged, but sub- 
ject to re-opened negotiations at any 
time, after ten days’ notice by either 
the companies or the employees. The 
first recent major price move, an- 
nounced also on Feb. 9, reduced the 
base and extras on cold rolled auto- 
mobile sheets, an average of $4.00 
per ton. This particular form of 
steel only slightly affects hardware 
lines, but it may be that later an- 
nouncements will show some changes 
on other and more closely related 
classes of semi-finished steel. The 
steel producers still deny that steel 
prices should be considered a de- 
terrent to the flow of orders, and 
insist that no cost savings feasible 
at this time can enable price de- 
clines sufficient to attract a large 
increase in demand. 


* * * 


News of Retailing—In all dis- 
tricts except the south and south- 
west, February retail sales of hard- 
ware, like those of January, have 
lagged behind these months of last 
year. Trade losses have, naturally, 
been greatest in the _ industrial 
areas, and as one watches the 
returns from the agricultural sec- 
tions, a major contrast is noted. 
Towns in the farm states are 
handling a steady, almost nor- 
mal volume of “item” transactions— 
the season considered. Here the 
signs are few of inability to spend— 
but there is much caution about 
large purchases, and a great hesita- 


tion to order for the future. “I'll 
wait awhile” is a frequently en- 
countered phrase—and the waiting 
is largely to see what Washington 
will do. 


* + 


Seasonable Activity Nears— 
The near approach of March—al- 
ways an active month in hardware 
—signalizing a new season in farm 
and garden, and in outdoor pur- 
suits, makes seasonable merchandise 
most prominent in the orders now 
reaching the jobbers. A surprising- 
ly large number of hardware stores 
altogether avoided the placing of 
any advance spring business last 
fall or during the winter, and their 
current specifications are very wel- 
come, finding the wholesalers’ stocks 
complete. Prices are not much be- 
low those which might have been 
enjoyed on the same lines, if bought 
two or three months ago for future 
delivery. 


Industrial Operations — The 
opinion generally prevails that the 
current depressed levels may prove 
to be the low marks of industrial 
and business activity, and many feel 
that by the end of this first quarter 
a definite though conservative rate 
of recovery will be felt. The stabil- 
ity in wholesale commodity prices 
has lasted now for two months, in 
spite of extremely slow buying and 
much business uncertainty. In an 
increasing number of lines, and in 
more and more industries, invento- 
ries are beginning to run low. Even 
those industries which accumulated 
surplus supplies of made-up goods in 
endeavors to employ their workers 
at full time, are now levelling off 
production and showing inventory 
decreases. After dropping from 117 
in August, the Federal Reserve in- 
dex of all industrial production for 
January, showed about 82 per cent 
of the 1923-25 “par”’—but only a 
point or two of this decline was suf- 
fered during the latest month, indi- 
cating a reasonable steadying of 
output, even if at a sub-standard 
level. 


Retail Stocks Reduced—In- 
ventories of retailers, including mail 
order houses and chains, have been 
reduced much more than those of 
manufacturers. The most encour- 
aging reports of business have come 
from the country’s retail outlets, 
large and small. Final figures for 
December show that department 
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store sales declined less than 2 per 
cent, in dollars, below 1936, and 
in January, seasonally adjusted, 
there was a relative gain. This ts 
an impressive showing, considering 
that industrial payrolls and farm 
income during these months were 
off by 
Overstocked merchants have made 
what price cuts were necessary to 
move goods, and although this busi- 
ness has been at the expense of 
profit, the general situation has been 
helped. Jobbers also, and the large 
mail order houses, have cut stocks 
drastically. General Wood of Sears. 
Roebuck & Co. testified in Wash- 
ington on Jan. 8 that inventories in 
distribution industries would be 
about normal within thirty days. Of 
course, as distributors’ stocks are re- 
duced, the clearing of manufactur- 
facilitated, and 
move along 


considerable percentages. 


ers’ surpluses is 

their operations can 
more normally. 

* * * 

Retail Prices 

the-counter 

showed lower gains again 


-Average over- 
consumers 
during 


prices to 


January, for the fifth consecutive 
month, and dropped below the same 
month’s comparison of a year ago. 
The Fairchild retail price index, 
based on January, 1931, as 100, de- 
clined on Feb. 1 to 92.4 per cent— 
or 4.3 per cent below the 1937 top. 
Retail prices, measured by this in- 
dex, however, are still 5.1 per cent 
above their low point reached in 


1936. 


Building Per mits—While 
Dun & Bradstreet reports a January 
increase in building permits in the 
cities covered by their survey, this 
increase was entirely due to an un- 
usual peak in New York City, to 
forestall the provisions of a new 
building code there. General con- 
tract awards in the 37 states east 
of the Rocky Mountains, according 
to the authoritative index of the 
F. W. Dodge Corp., dropped in Jan- 
uary 19.4 per cent under last year, 
with residential permits less than 
half the total reached in January. 
1937. There were increases in the 


lettings for utility and public works 
projects, while the permits for non- 
residential buildings, including com- 
mercial construction, factories, and 
public institutions, showed a _ rela- 
tively more moderate reduction than 
for residential projects. 


* %*+ ** 


Automotive Activity — Late 
news from the automobile industry 
has been a little better, with produc- 
tion and demand on the increase, 
and with the dealers’ large stocks of 
used cars showing considerable de- 
pletion under the concerted sales 
effort and advertising of the past 
thirty days. Motor car sales and 
production, however, are still much 
below last year’s levels—sales in 
January being off about 44 per cent, 
and production more than 30 per 
cent, but the comparison is with 
very large figures a year ago. Con- 
cerning tires, 1937 figures recently 
announced by the Manufacturers’ 
Association show a slight increase 
in sales of pneumatic casings, and 
a slight decrease in production, as 
compared to 1936. 


“The Hardware Qqe Ijlackboard 


Of Wholesale Hardware Sales and Collechions on Cecounts “Receivable 
By Geographic “Regions, gor December, EY 


(COMPILED BY THE U. S. DEPARTMENT OF COMMERCE, 


Firms 


Regions* Re- 


porting 
Sales 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 

PACIFIC 

UNITED STATES, TOTAL 


FEBRUARY 24, 1938 


CREDIT MEN) 


Sales Reported 


December 1937 
percentage 
change from 


Dec. Nov. Dec. Dec. 
1936 EK ys 1937 1936 


—22.0, — 3.1 699 896 


—13.0 | — 1.6 4,108 4,724 


—26.6  —16.7 4,179 5,608 


—23.2  -17.2 1,951 yr i) 


—14.1 — 16.2 2,172 2,528 


—25.0 — 4.8 1,891 2,521 


— 1.5 1,546 1,569 


— 9.4 . 698 770 


— 15.3 3,044 3,595 


— 18.0 20,288 24,761 


Thousands of Dollars 


IN COOPERATION WITH THE NATIONAL ASSOCIATION OF 


Percent** of collections 
: during month to 
Firms accounts receivable at 
Re- beginning of the month 
porting 
Collec- 
tions 


Dec. Dec. Nov. 
1937 1936 1937 


721 55 58 53 
4,176 59 60 


4,959 62 68. 


2,356 56 65 
2,593 51 57 
1,986 54 57 
1,778 55 56 
739 de - 


3,173 55 56 


22,480 61. 





37 











News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 











READ IT IN HARDWARE 


NEWS OF 








HARDWARE AGE FOR 








(Washington Bureau 
of Hardware Age) 

A move to repeal the Tydings 
resale price maintenance law was 
started on Capitol Hill recently 
when Senator King, of Utah, and 
Congressman Celler, of New | 
York, both Democrats, intro- 
duced bills designed to kill the | 
law which President Roosevelt 
once frowned upon as likely to | 
increase prices to consumers. 

King and Celler, it is recalled, 
were among the few in Congress 
who openly opposed the measure 
when it became law last Au- | 
gust. The White House, the Fed- | 
eral Trade Commission, and the 
Department of Justice had ex- 
pressed opposition to the bill but 
the President signed it “with re- 
luctance” when it finally reached 
his desk, explaining that his ac- | 
tion was necessary to assure pas- 
sage of the District of Columbia | 
tax bill to which it was attached 
as a rider. 


Despite the reported strength | 
of repeal advocates, the belief 
prevails that the King-Celler bill 
is destined for failure. Although 
Democrats, neither King nor 
Celler can claim strong Adminis- | 
tration support and it is gener- | 
ally regarded as unlikely that 
committee action in either House 
will be forthcoming. 


On the other hand, proponents | 
of repeal report their strength is 
growing and they include such 
groups as the National Grange, 
the American Farm Bureau Fed- 
eration, the Mail Order Associa- 
tion of America, department 
stores, consumer groups, 
cially women’s organizations, and 
others. Also, the Tydings law, 
according to reliable reports, has 
been unpopular to some extent 
even among some of its sponsors 
or at least it has not come up to 
expectations. Drug, cosmetic, 
book and _ liquor have 
probably gone further than other 


espe 


trades 


groups under its provisions but 
acceptance has been slow in 
other trades. 

Probably its most militant foe 
in Government circles is the Fed- 
eral Trade Commission which 
has been forced to drop several 
involving price mainte- 
enactment of the 


cases 
nance 





since 
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NOT EXPECTED TO BE SUCCESSFUL | 


Tydings law. The FTC warned a 


Congressional committee last ses- 


sion that the bill would weaken 
the anti-trust laws and it is gen- 
erally believed that the Commis- 
sion will urge repeal of the mea- 
sure when it makes its report to 
President Roosevelt on the price 
study requested by the White 
House a few months ago. 

But despite these factors 
which appear to favor the 
chances for killing the law, other 
considerations are held to be 
more potent. For example, it is 
pointed out that powerful groups 
led by the retail drug interests 
with headquarters in Washington 


| and well scattered throughout the 


country exercise powerful influ- 
ence, both direct and indirect, 
over voting strength in national 
and state legislatures. They have 
urged enactment of resale price 
maintenance legislation for 20 
years and could not be expected 


| to sit idly by and watch the 


BERNHARDT HEADS SALES 
FOR ESTATE STOVE Co. 
The Estate Stove Co., Hamil- 

ton, Ohio, recently announced 

appointment of Stanley C. Bern- 
hardt as general sales manager, 


| succeeding the late Myron D. 


Kahn. Mr. Bernhardt, who was 
formerly vice-president in charge 
of sales of the Monitor Furnace 
Co., Cincinnati, Ohio, joined the 
Estate organization in 1929. For 
the past five years he has been 
in charge of the New York of- 
fice of the company. 

Norman J. Griffiths succeeded 
Mr. Bernhardt as manager of the 
New York office. 


SCHLATTER HARDWARE 
RE-ELECTS OFFICERS 


All officers of the Schlatter 
Hardware Co., Inc., wholesale, 
Fort Wayne, Ind., were re-elected 
in January at the forty-ninth an- 
nual meeting of the stockholders. 
They are Betram Hollopeter, 
president, treasurer and general 
manager; C. C. Van Skoik, vice- 
president, and Fred E. Raake, 


secretary. Directors, who re- 


| Tydings law lose its place on the 
statute books. Other retail groups, 
less powerful but nevertheless ac- 


the law, could be expected to 


fortify its cause effectively. 

Also the conference of  so- 
called “small business men” re- 
cently submitted to the President 
a program calling for retention 
of the Tydings-Miller law, the 
Robinson-Patman Act, and the 
state fair trade practice laws, 
among other things. 

Some credence has been at- 
tached to the report that the Ad- 
ministration’s announced drive 
for new anti-trust legislation 
might call for dropping of the 
Tydings law. But well-informed 
quarters are inclined to discount 
that possibility and forecast that 
the White House will quietly at- 
tempt to withdraw the price 
maintenance law from the lime- 
light. 





elected the officers following the 
stockholders’ meeting, are Messrs. 
Hollopeter, Van Skoik, Raake, 
C. W. Eninger and S. E. William- 


son. 


UNIVERSAL COOLER 
TRANSFERS BURTON 


J. L. Burton, former manager 
of domestic contract sales for 
Universal Cooler Corp., Detroit, 
Mich., has been appointed west- 
ern zone manager. Mr. Burton 
will assume his new duties im- 
mediately with headquarters in 
Los Angeles. Previous to joining 
the Universal organization he was 
for six years connected with Kel- 
vinator of Canada, Ltd., London, 
Ont., first as the 
Toronto branch and later as zone 


manager of 


manager. 


F. B. CONNELLY AGENT 
FOR EMERSON RADIO 


The F. B. Connelly Co., 
Seattle, Wash., and Portland, 
Ore., wholesale distributors, is 
now distributing Emerson radio 
products in Washington and Ore- 
gon. 





tive in fighting for retention of | 


line up with the drug trade and | 








KENNETH C. GIFFORD 


GIFFORD MANAGES SALES 
FOR TOASTMASTER LINE 


Kenneth C. Gifford has been 
appointed general sales manager 
of the Toastmaster Products Di- 
vision of the McGraw Electric 
Co., Minneapolis, Minn. He will 
direct sales of Toastmaster toast- 
ers, waffle bakers and hospitality 
sets in the domestic department 
and for automatic toasters, waffle 
bakers, Thermotainer equipment 
and coffee urns for hotels, res- 
taurants and hospitals. For the 
past five years he has been in 
charge of sales and advertising 
for the domestic Toastmaster 
products. He joined the company 
in 1925 and subsequently served 
as salesman, manager of the Chi- 
cago office, co-sales manager of 
the restaurant equipment depart- 
ment and in recent years as sales 
manager for the domestic Toast- 
master products. 

William E. O’Brien continues 
as assistant sales manager but 
will assume more of the respon- 
sibilities of the domestic ap- 
pliance department. 


CARSON-NEWTON CO. 
BUILDING NEW PLANT 


E. Harry Lewis, vice-president, 
Carson-Newton Co., 21-23 Pros- 
pect St., Newark, N. J., manu- 
facturers of Alligator files, has 
announced that the company will 
soon occupy a new plant at 61- 
71 Mill St., Belleville, N. J. The 
need for larger space and the 
desire for locating all produc- 
tion activities on one floor neces- 
sitated building the new plant. 
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FAIR TRADE AND PRICE LEGISLATION FAVORED 
BY WASHINGTON SMALL BUSINESS MEN CONFERENCE 


Also Favor Related Anti-chain Store Legisla- 


tive Proposals. Opposed 
for Taxation 


(Washington Bureau 
of Hardware Age) 

Strong sentiment against chain 
and factory store competition de- 
veloped at the conference of 
small business men in session on 
Feb. 2 when spokesmen for a va- 
riety of retail trades attributed 
the cause of the present business 
recession to absentee ownership 
and chain-store methods of 
buying. 

A group conference consider- 
ing fair trade practice and price 
legislation went on record in fa- 
vor of the new Patman anti-chain 
store bill providing for stiff but 
graduated taxes on chains, and 
the Colmer bill designed to bring 
interstate shippers under the ju- 
risdiction of state sales tax laws. 


Its report, however, was 
slightly modified in the final 
draft of recommendations sub- 


mitted to the White House by a 
committee of 12 following the 
two-day stormy sessign. The pro- 
posals submitted to the President 
merely called for further legisla- 
tion to curb destructive chain- 
store competition and, in addi- 
tion, recommended strengthening 
and enforcement of anti-monop- 
oly laws; retention of the Robin- 
son-Patman anti-price discrimina- 
tion law, the Tydings resale price 
maintenance act, and the various 
state fair trade practice laws. 

Representatives of the hard-| 
ware trade in attendance in- 
cluded Herbert P. Sheets, of 
Chicago, managing director of 
the National Retail Hardware 
Association; H. P. Aikman, Caz- 
enovia, N. Y.; J. Howard Mitch- 
ell, Mitchell Hardware Co., 
Washington, D. C.; A. Wert- 
reinly, hardware retailer, Brook- 
lyn, N. Y¥.; J. M. Harrington, 
Harris Hardware Co., Washing- 
ton, N. C.; Harry D. Kaiser, 
hardware retailer, Philadelphia, 
Pa., and J. B. Miller, hardware 
and farm implement dealer, 
Clarksville, Tenn. 

On the manufacturing side 
were Frank Kenna, president, 
Marlin Firearms Co., of New 
Haven, Conn.; H. E. Battey, 
sales manager, Parker Wire 
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Adjustments 


Wage-Hour Bill. Asked 
and Reductions 


Goods Co., Worcester, Mass.; 
Carl W. Burst, U. S. Lacquer & 
Chem Co., St. Louis, Mo.; Scott 
Osgood, president, Curtis Screw 
Co., Inc., Buffalo, N. Y., and 
H. D. North, president, The 
Ferry Cap & Set Screw Co., of 
Cleveland. The latter was a 
member of the committee which 
called on President Roosevelt 
following the two-day session. 

Proposals on the following 
subjects, among others, were laid 
before Mr. Roosevelt: Loans to 
business—c re ation of govern- 
mental machinery to _ provide 
loans in cases where existing 
financial institutions are unable 
to function effectively ; 

Taxes—broadening of the in- 
come tax base and simplification 
of all tax forms including social 
security; reduction of unemploy- 
ment taxes in stabilized indus- 
tries; modification of the capital 
gains tax; repeal of the undivid- 
ed profits tax; 

Installment selling — endorse- 
ment of the principle was given 





but committee urged adherence | 


to sound business practices in | 


such sales; 

Labor—frowned on a 
hour bill and questioned 
merits because of geographical 
differentials; 


wage: | 
the | 


recommended _re- | 


vision of labor law to make em- | 


ployee and employer equally 


responsible for observing collec- | 
tive bargaining contracts; asked | 


immediate investigation of the 


NLRB. 


The conference was called at | 


the suggestion of President | 


Roosevelt after thousands of let- 
ters had been received from rep- 
resentatives of small business 
enterprises who indicated a de- 
sire to be heard on current busi- 
ness trends. 

Observers have had difficulty 
in putting their fingers on any 
concrete results from the busi- 
ness conference. A permanent 
advisory council of small busi- 
ness men has been forecast as a 
result but even those who are 
anxious to see more cooperation 
between the Administration and 
business minimize the effect of 


| 
| 
| 
| 
| 





any such group. They point out 
that the existing business ad- 
visory council composed of big 
industrialists, which con- 
ceived by Commerce Secretary 
Roper in the early days of the 
New Deal to improve business- 
Government relations, has been 
disappointing so far as actual 
results are concerned. 


was 


REPUBLIC WIRE DIV. 
PERSONNEL CHANGES 


Carl C. Brown, district sales 
manager, Republic Steel Corp., 
Cleveland, Ohio, at Birmingham, 
Ala., since the merger with Gulf 
States Steel Co. last year, has 
been appointed assistant man- 
ager of sales of the wire division 
with headquarters in Birming- 
ham. He will direct Republic 
sales of wire and wire products 
throughout the south, serving the 
trade to which products of the 
Gadsden wire mills have in the 
past been distributed. J. R. 
Fraine has been appointed assis- 
tant manager of sales of the wire 
division for the northern terri- 
tory with headquarters in Chi- 
cago. 

Mr. Brown joined the Gulf 
States Steel sales department as 





CARL C. BROWN 


chief clerk in 1910 and was gen- 
eral sales manager of Gulf from 
1918 to 1922. He returned to 
that position in 1925 after three 
years as vice-president and gen- 








J. R. FRAINE 


eral sales manager, Nichols Wire 
Sheet & Hardware Co. at Kansas 
City, Mo. Mr. Fraine, following 
army service during the war, was 
for four years field secretary, 
Northwestern Lumbermen’s As- 
sociation. From 1923 to 1925 he 
was with Red Top Steel Post 
Co., later being connected with 
Keystone Steel & Iron Co. In 
1935 he joined the Republic Chi- 
cago district sales organization. 
Since 1936 he has been a member 
of the wire division sales organi- 
zation. 

R. J. Working, district sales 
manager of Republic at Birming- 
ham prior to the Gulf States 
merger, resumes the district man- 
agership with the increased 
duties entailed by business ac- 
quired through the merger. 


APPOINTED UNIVERSAL 
REFRIGERATOR DISTRIBUTOR 


Landers, Frary & Clark, New 
Britain, Conn., has appointed the 
General Distributing Corp., Sag- 
inaw, Mich., as distributor of 
Universal electric refrigerators in 
central Michigan. F. E. Me- 
Whirter, president, General Dis- 
tributing manages the 
company. 


Corp., 


T. HAYS KELLER NOW A 

MFRS. REPRESENTATIVE 

T. Hays Keller, formerly as- 
sociated with the Peters Cartridge 
Co. as sales manager has estab- 
lished an office as manufacturers 
agent at 804 Sycamore St., Cin- 
cinnati, Ohio. 
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INDUSTRIAL ECONOMICS BUREAU URGED 
BY DONALD RICHBERG, FORMER NRA HEAD 


(Washington Bureau 
of Hardware Age) 

Donald R. Richberg, former 
keeper of the Blue Eagle and | 
intimate White House adviser, | 
has recommended the creation of 
a bureau of industrial economics 
under the Department of Com- 
merce to provide machinery for 
“carrying out broad scale indus- | 
trial planning for adequate pro- | 
duction and distribution.” 

Mr. Richberg denied he was | 
urging revival of the NRA and 
cited a recent book of which he 
is the author in substantiation of | 
his claim that he the 
return of the “Blue Eagle float- 
ing over the country’s stores and 
factories.” 

As described by him, however, 
the program would shape up this 
way. An administrator, possibly 
an under secretary of Commerce, 
would be named to head the new 
bureau established separately 
from governmental agencies of | 
prosecution and punishment. 

Legal prohibitions of monop- 
olistic or unfair practices would 
not be relaxed but legislation 
would be necessary to clarify the 
law and assure freedom from 
criminal penalties and _punish- 
ments for the cooperative efforts 
of business groups. 

Trade agreements would be 
proposed by business groups and 
scrutinized by a special advisory 
committee and, if satisfactory, | 
would be given approval of the | 
administrator who would have the | 
assistance of a policy making | 
economic council. Continuing 
public supervision to protect pub- 
lic interest would follow formal 
acceptance of a cooperative trade 
agreement. 

“This may seem elaborate ma- 
chinery with little driving power,” 
Richberg added. “It is not 
strong-armed government regula- 
tion. But the NRA showed us 
we have not yet determined our 
objectives or methods, so as to in- 
sure general understanding and 
support, which is the essential 
basis for the exercise of any 
compulsion against even a vicious 
minority.” 

The former Recovery Adminis- 
trator did not claim Administra- 
idea and 
made no forecast as to how wide- 


opposes 








tion support of his 


spread acceptance would be in 
business circles but recognized 
the first step would be to focus 
public opinion on the need for 
cocneration. Next in line, he 
said, should come education cov- 
ering the problems and practical 
methods of solution. 

He looked with disfavor on 
those who are active in urging | 
vigorous anti-monopoly drives, | 
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pointing out that they are not 
attacks on monopoly but “simply 
attacks on big business.” 

“Tt certainly is not going to 
save the little to use the 
anti-trust laws as the basis for 
preventing business men from 


man 


| cooperating. . . . Cooperation of- 
| fers the little man his only means 


of survival,” Richberg asserted. 

Referring to what he called “a 
dangerously irresponsible econ- 
omic system,” Mr. Richberg ex- 
pressed the view that the indus- 
trial system must be improved to 
eliminate “alternating booms and 
depressions. 

“But we are never 
improve our condition, we are 


going to 


| only going to make things worse, 


by destroying the ability of busi- 
men to do a better job 
and by trying to run a competi- 
tive system by political regula- 
tion.” 


ness 


DISSTON SPONSORS 
SAW SALES CONTEST 


In connection with its 98th an- 
niversary Henry Disston & Sons, 
Inc., Philadelphia, Pa., is spon- 
soring a hand saw selling contest 
for retail hardware stores. Awards 
are offered dealers for the most 
original and effective use of Diss- 
ton’s “Display of 1001 Sales,” 
(display material offered free of 
cost to Disston dealers), together 
with Disston hand Any 
number of saws may be shown as 
well as related hardware items 
that will help make an effective 
display. 

Each entry must be in 
form of a letter of not more than 
200 words and must be accom- 
panied by a photograph of the 
display used by the store. The 
letter is to be on the subject, 
“How I used the Disston ‘Display 
of 1001 Sales’ to help increase my 
sales of Disston hand saws.” The 
photograph should show how the 
display material was used. Or- 
dinary snapshots will be satisfac- 
tory as photographic excellence 
will not be considered in judging 
the merits of the displays. The 
Disston company will pay $1.00 
for each photograph received to- 
gether with the required letter, 
in accordance with the rules of 
the contest. All photos and let- 
ters submitted for the contest 
become the property of the spon- 
sor, who reserves the right to 
use, for advertising purposes, all 
material submitted. Entrants may 
submit as many entries as they 
wish but each entry must be 
mailed separately. Photos are 
to have the name and address of 
the hardware store, which used 
the display, marked on the back. 


Saws. 


the | 





The contest begins March 1, 
1938, closing May 31, 1938, the 
display to be used at any time 
between the two dates. Entries 
must bear postmarks not later 
than midnight, Tuesday, May 31, 
1938. Decisions of the judges, 
as to the best displays and let- 
ters will be final. In the event 
of ties duplicate prizes will be 
awarded. All entries should be 
mailed to the Contest Editor, 
Henry Disston & Sons, Tacony, 
Philadelphia, Pa. 

There will be 101 prizes: first, 
$301.00; second, $125.00; third, 
$60.00; next five, $25.00 each; 
next 25, $10.00 each and there 
will be 68 awards of $5.00 each. 
Judges of the contest will be: 
Charles J. Heale, New York City, 


editor, Harpware AcE; Rivers 
Peterson, Indianapolis, editor, 
Hardware Retailer and M. E. 


Wyckoff, New York City, repre- 
sentative of Hardware World. 


PECORA PAINT OPENS 
BIRMINGHAM WAREHOUSE 


Pecora Paint Co., Philadelphia, 
Pa., paint manufacturers now 
maintains a warehouse stock in 
Birmingham, Ala., to provide 
better service to its customers 
in the south. The warehouse is 
under supervision of the com- 
pany’s southern resident represen- 
tative, W. J. Bach, 2321-29 N. 
29th Ave., Birmingham. 





F. B. KENNEDY JOINS 
SOSS MFG. CO. STAFF 


F. B. Kennedy, 1200 Oak St., 
Kansas City, Mo., has joined the 
sales force of the Soss Mfg. Co., 
Roselle, N. J., manufacturers of 
Soss invisible hinges. He _ suc- 
ceeds S. M. Hawkins and will 
cover the western half of Missouri 
and all of Kansas, Nebraska and 
Iowa. 


STEVENS REPRESENTS 
JOHN K. WILSON CO. 


Andrew T. Stevens, Jr., Dub- 
lin, Ga., has been appointed to 
represent the John K. Wilson 
Co., 807 Whitaker Bldg., Balti- 
more, Md., manufacturers rep- 
resentatives. Mr. Stevens’ ter- 
ritory includes S. Carolina, 
Georgia, Florida and Alabama. 


ARTHUR GREENBERG HEADS 
BRONX HARDWARE BODY 


Arthur Greenberg, 177 Willis 
Ave., Bronx, New York City, was 
recently elected president of the 
Bronx Retail Hardware & House- 
furnishing Board of Trade. George 
T. Ferreira, 2 Centre Park, Edge- 
water, is secretary and Joseph 
Mensch, 1008 Westchester Ave., 
is treasurer. Mr. Greenberg suc- 
ceeded Sol Spindel as president. 





“SHOWING HIM HOW IT’S DONE” 


Edward F. Kelchner, N. Y. branch manager, Devoe & Raynolds 
Co., Inc., congratulates his son, W. E. “Bill” Kelchner who was 
the first prize winner among all of the 200 Devoe salesmen in 
the sale of paint brushes. Bill increased his sales 1000 per cent 
in one year and won first award, a trip to Bermuda as reported 
in Harpware Acer, Dec. 16, 1937 issue on page 51, Bill, a Fordham 
graduate, has been with the company for three years and has 
surely inherited some of the well known Kelchner selling ability. 
Ed. Kelchner has been with Devoe for 29 years, is a charter 
member of the N. Y. Hardware Boosters and widely and favor- 
ably known throughout the hardware trade adjacent to the 
Metropolitan area. His many friends are having fun over Bill’s 


prize saying that he is “showing the old man how it is done.” 
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COMPLETE ORGANIZATION 
CENTRAL STATES CLUB 
As announced in the Oct. 21, 

1937, issue of HARDWARE AGE a 

group of alumni of the one-time 

famous Chicago Hardware Club 





BEN LEVE 


met in Chicago, Ill., during the 
joint annual convention of the 
American Hardware Manufactur- 
ers Association and the National 
Wholesale Hardware Association. 
The group decided to form a 
permanent organization and has 
since adopted the name Central 
States Hardware Club. The club 
will meet at least once a year in 
Chicago. All members of the 
old Chicago Hardware Club are 
eligible for membership as well 
as men who have been in the 
hardware industry for the past 
15 years or more. 
$2.00 a year, just enough to bear 
the general expenses. 

Officers are: Allan J. Coleman, 
president; E. R. Swift, The 
Stanley Works, vice-president 
and Ben Leve, The Carborundum 
Co., | secretary-treasurer. Mr. 
Leve, who is a member of his 
company’s 25-Year Club, has his 
office at 3630 S. Iron St., Chicago. 
Will J. Feddery, Cleveland, Ohio, 
central western manager Harp- 
waARE AcE, is chairman of the 
board of directors. Other direc- 
tors are: Messrs. Coleman, Swift 
and Leve; Irving S. Kemp, Irv- 
ing S. Kemp Co.; H. A. Squibbs, 
American Steel & Wire Co.; R. A. 
Sundvahl, Corbin Screw Corp., 
and secretary Hardware Golf 
Association; Frank J. Koch, Mc- 
Kinney Mfg. Co.; J. D. McCue, 
Russell & Erwin Mfg. Co. and 
George H. Beaudin, J. Wiss & 
Sons Co. 


500 NORGE DEALERS 
MEET IN SEATTLE 


More than 500 Norge dealers 
and sales clerks from Washing- 
ton and Oregon, recently at- 
tended sales conventions con- 
ducted by F. B. Connelly Co., 
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wholesale distributors. The Seattle 
meeting was held at the Olympic 
Hotel and the meeting of Oregon 
dealers was at the Multnomah 
Hotel, Portland, Ore. All Norge 
household appliances, commercial 
equipment and heating devices 
were displayed and demonstrated 
at the meetings. 


HONOR H. L. GILLIAM AT 
HARDWARE TRADE LUNCH 

In appreciation of his services 
to the Eastern Hardware Golf 
Association, H. L. Gilliam was 
presented with a love seat, from 
that organization, at the Feb. 15 
luncheon meeting of the Hard- 
ware Trade Association held at 
the Railroad Machinery Club, 30 
Church St. Robert L. Doti, Igoe 
Bros., Brooklyn, N. Y., made a 
humorous and friendly presenta- 
tion address. Edward L. Fenn, 
Millers Falls Co., a new member 
of the club was introduced. 

An amusing and mystifying 
program was presented by Mr. 
Doti, chairman of the entertain- 
ment committee. Al  Flosso, 
sleight-of-hand artist, performed a 
number of card tricks and other 
magical feats. Jimmy Lyons, 
another professional entertainer, 
who has amused the club at 
previous meetings, told a num- 
ber of stories in dialects. 


ROSENBERG AGAIN HEADS 
EMPIRE CITY ASSOCIATION 

Mack Rosenberg, R. & B. 
Hardware Co., Inc., was recently 
re-elected president of the Em- 
pire City Supply Association, at 
a meeting held at the Concourse 





Plaza Hotel, New York City. 





CONSIDER BROADENING 


TRADE AGREEMENT 


Other officers re-elected were: 
vice-president, Max S. Rosenfeld, 
M. S. Rosenfeld & Bros. and sec- 
retary, Harry B. Sale. Offices 
of the association are at 11 W. 
42nd St., New York City. 

The association is making plans 
for its fourth annual formal din- 
ner-dance to be held Saturday, 
March 19, 1938, in the Grand 
Ballroom of the Hotel New 
Yorker, 8th Ave., and W. 34th 
St., New York City. The affair 
will include entertainment pro- 
vided by radio and stage stars 
and will be under the supervision 
of President Rosenberg. Tickets 
will be $5.00 per person. 


CELLULOID CORP. CHANGES 
NAME OF MATERIAL 


Celluloid Corp., 10 E. 40th 
St., New York City, has an- 
nounced that because of over- 
lapping fields and other consid- 
erations it has decided to drop 
the name of Protectoid and give 
its transparent packaging mate- 
rials the name of Lumarith—the 
plastic from which it is made. 
Hereafter the product will be 
known as Lumarith transparent 
packaging material. 


SIGNAL ELECTRIC MFG. CO. 
ENLARGES ITS FACTORY 


To better serve its wholesale 
distributors the Signal Electric 
Mfg. Co., Menominee, Mich., has 
just completed a two-story brick 
addition to its plant in that city. 
The addition provides 22,500 
square feet of floor space. The 
improvements provide for in- 
creased production and storage 
facilities, required by an_ in- 
creased demand. 


BETWEEN UNITED STATES AND CANADA 


(Washington Bureau 
of Hardware Age) 

Sporting goods, stoves and 
ranges, and agricultural imple- 
ments are among the products on 
which tariff concessions are be- 
ing considered in a new and 
broadened trade agreement with 
Canada. 

Secretary of State Cordell S. 
Hull has fixed April 4 for be- 
ginning public hearings on the 
proposal to replace and broaden 
the trade agreement which has 
been in effect between this coun- 
try and Canada since 1936. 

Products listed include tennis 
racket frames, toboggans, canoes 
and paddles, hockey sticks, la- 
crosse sticks, skating boots and 
shoes, moccasins, and motor boats 
valued at $15,000 or less; elec- 
tric stoves and ranges, electric 
washing machines, broom and 





mop handles, paint brush han- 
dles, and wheelbarrows. Most of 
these products are dutiable at 
from 25 to 33 1/3 per cent al- 
though the ice-hockey sticks are 
dutiable at 20 per cent which al- 
ready represents a reduction un- 
der a trade agreement. The la- 
crosse stocks are dutiable at 15 
per cent, which represents a full 
50 per cent reduction in tariff, 
the full amount permitted under 
the Trade Agreement Act. 

Agricultural implements rang- 
ing all the way from plows to 
threshing machines are already 
admitted duty free but it is cus- 
tomary to include such products 
on a trade agreement notice. It 
is regarded as possible that the 
agreement may bind them to 
their present status in exchange 
for Canadian concessions. 





PARKER IS SPECIALIST ON 
HOTPOINT REFRIGERATORS 


James Parker, assistant man- 
ager, electric range division, 
Edison General Electric Ap- 
pliance Co., Inc., has been ap- 





JAMES PARKER 


pointed Hotpoint — refrigerator 
specialist in the Chicago district. 
He has had wide experience in 
appliance merchandising. Fol- 
lowing graduation from college 
in 1928, he was for a brief period, 
in the research department, 
Henri, Hurst & McDonald, Chi- 
cago, advertising agency. Later 
he was an assistant in the offices 
of E. P. Brooks, general mer- 
chandise manager in charge of 
retail stores, Sears, Roebuck & 
Co. After which he became gen- 
eral merchandising manager of 
the Rochester, N. Y., Sears store. 
In 1931 he became assistant mer- 
chandise manager, Wieboldt 
Stores, Chicago, in charge of 
purchases and sales of electric 
refrigerators and other major ap- 
pliances, later forming his own 
company the Affiliated Buying 
Co. He joined Edison General 
Electric Appliance Co., Inc., in 
October, 1936. 


ALABASTINE APPOINTS 

SOUTH DAKOTA AGENT 

The Dakota Paper Co., Aber- 
deen, S. D., has been appointed 
distributor for Alabastine oil 
paints, enamels and varnishes for 
its territory. The line is made 
by Alabastine Co., Grand Rapids, 
Mich. 


WISCO HARDWARE MEETS 
IN MADISON, MARCH 1-3 


Wisco Hardware Co., 1435 E. 
Washington Ave., Madison, Wis., 
will hold its 11th annual mer- 
chandising school and sales show 
March 1, 2 and 3 at the Loraine 
Hotel, Madison. J. A. Fitschen 
is secretary and general manager 
of Wisco Hardware Co. 
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JOHN T. MARTINDALE DIED JAN. 31. 
PRESIDENT, VAN CAMP HARDWARE 


Headed Indianapolis Wholesale Hardware Firm for Past 12 
Years and Enjoyed Wide Respect and Affection in Hardware 
Industry. Was 70 Years Old. Death Occurred at Miami, Fla. 


The passing of John Taylor 
Martindale, as reported in our 


Feb. 10th, 1938 issue, takes from 





JOHN T. MARTINDALE 


the ranks of wholesale hardware 
executives outstanding — per- 
sonality whose remarkable ability 
make and hold friends 
will long be remembered. In the 
that he pres- 
ident of Van Camp Hardware & 
Iron Co., Indianapolis, Ind., Mr. 
Martindale enjoyed the 
dence, the affection and respect 


an 


to real 


twelve years was 


confi- 


of the entire industry. He was a 
genial host; a sympathetic and 
genuine friend and an able exec 
utive. He had a rare facility for 
grasping fundamental 
problems that faced the hardware 
industry during his first 
year with Van Camp in 1926, al- 
though his prior business activity 
had been in the real estate and 
investment field. He brought to 
the hardware a fresh 


business 


even 


business 


viewpoint and a new enthusiasm | 


that was marked by his partici- 
pation in convention discussions 
at his first major hardware con- 
vention. 

As a wholesaler, Mr. Martin- 
dale pioneered many projects for 
aiding retailers in their 
arrangement, promotion 
and display and was a frequent 
and sought guest-speaker at many 
retail and wholesale hardware 
gatherings. Convincing in his 
logic, Mr. Martindale was a strik- 
ing figure as a public speaker 
and contributed richly to the 
study of hardware distribution 
problems. His passing leaves a 
void in the ranks of hardware 
men which will be deeply felt for 
many years. 


store 


sales 
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Death came to Mr. Martin- 
dale at seventy, following a brief 
illness due to kidney ailments, 
for which he was taking treat- 
ment at St. Francis Hospital, 
Miami, Fla. For a time he rallied 
slightly giving hopes for recovery 
but on Monday, Jan. 31, 1938 
passed away quietly, failing to 
respond to a blood transfusion. 

In local civic, church, 
and charity circles, Mr. Martin- 
participant 


social 


dale was an active 


always ready to lend a hand in 


| any. worthy project. He served for 








many years as a member of exec- 
utive committee of the National 
Wholesale Hardware Association 
and was active in the Columbia 
Club, Rotary and other Indian- 
apolis clubs. 


Many hardware executives 
from all parts of the country at- 
tended the funeral services of 


Mr. Martindale, in Indianapolis, 
Feb. 4, as did men and women 
prominent in the affairs of that 
city. An associate of his, return- 
ing from the services, appropri- 
ately commented: “I think the 
last ten years of John’s life were 
perhaps happiest, I mean 
from a business point of view. 
He intimated to me many times 
that the men in the hardware in- 
dustry were of the very highest 
type and he seemed to imme- 
diately talk their language and 
it really is too bad for the in- 
dustry and for his friends that he 
did not get into this business 
many, many years ago.” 

Mr. Martindale is survived by 
his widow, the former Miss Ella 
Van Camp, a son, E. B. Martin- 
dale, a brother, Lynn Martindale, 
and a sister, Miss Emma Martin- 
dale. 


his 


H. WALTER DORKEN 


H. Walter Dorken, Montreal, 


out the Dominion. Mr. Dorken, 
who was active in business until 
his passing, was a native of Ger- 
many but had long been a Cana- 
dian citizen. 


ARTHUR B. PAULL 


Arthur B. Paull, 64, purchas- 
ing director, Beals, McCarthy & 
Rogers, Inc., Buffalo, N. Y.., 
wholesale hardware distributors, 
died, Feb. 12, while on a vacation 
in St. Petersburg, Fla. Mr. Paull 
joined the company in 1896, ser- 
ving in various capacities, until 
his appointment as_ purchasing 
agent in 1896. He was elected a 
member of the board of direc- 
tors of the company in 1930. 

Mr. Paull was a former direc- 
tor of the National Supply & 
Machinery Distributors’ Associa- 
tion and was an active member 
of the Purchasing Agents’ Asso- 
ciation. 


MYRON D. KAHN 


Myron D. Kahn, 38, secretary, 
Estate Stove Co., Hamilton, Ohio, 


| died recently following a heart 





Canada, member of the whole- | 


sale hardware firm of Dorken 


Bros. & Co., passed away recentiy | 


at the Seigniory Club, Monte- 
bello, Quebec, Canada, at the age 
of 75. His company represented 
several European concerns in- 
cluding H. Boker & Co., Germany, 
and E. M. Dickinson Co., Shef- 
field, England. 

He was a governor of the 
Montreal General Hospital, mem- 
ber of the Montreal Board of 
Trade and as a life member of 
the Montreal Amateur Athletic 
Association took an active inter- 
est in amateur athletics through- 





| fore his death 
a holiday party given for a boy | 


attack. He had been in ex- 
cellent health up until the time 
of his passing and the night be- 


acted as host at 


scout troop comprised largely of 
of Estate Stove Co. em- 
ployees. 


sons 


WILLARD E. MASTON 


Willard E. Maston, 55, 
president and eastern general 
sales manager, Eagle-Picher Lead 
Co., died recently at his home in 
Philadelphia, Pa. He was past 


vice- 





WILLARD E. MASTON 


president of the National Paint, 
Varnish & Lacquer Association 
and was for many years presi- 
dent of the Philadelphia Save the 
Surface Salesmen’s Club. He is 
survived by Mrs. Maston and a 
daughter. 


L. D. ROUND 


Members of The Cleveland 
Chain & Mfg. Co., Cleveland, 
Ohio, were shocked recently to 
learn of the sudden passing o! 
L. D. Round, president of the 
company. Mr. Round’s passing 
followed an accident he suffered 
at his Orlando, Fla., home, wher: 
he spent six months of each year. 

He began his career in the 
chain manufacturing business in 
1887 when he joined his father, 








L. D. ROUND 


| the late David Round, who then 
operated a small chain factory. 
| Mr. Round and his father de- 
| veloped hoist, crane, trolley and 
winch lines and in 1907 organized 
| the Cleveland Chain & Mfg. Co. 
| Later Mr. Round participated in 
the organization of the Seattle 
Chain & Mfg. Co., The Bridge- 
port Chain & Mfg. Co. and the 
Round California Chain Corp. 


SAMSON D. WRIGHT 


Samson D. Wright, 70, presi- 
dent, Atlas Bolt & Screw Co., 
Cleveland, Ohio, died recently as 
the result of injuries suffered 
from a fall. He was _ active 
in business men’s organiza- 
tions having been a trustee of 
the Associated Industries of 
Cleveland, member of the Rus- 
sian Chamber of Commerce, an 
organization of American busi- 
ness executives who helped form- 
ulate foreign trade policies with 
Russia and a member of the 
Chamber of Commerce and the 
Rotary Club. 

Mrs. Wright, a daughter, a 
brother and two sisters survive. 


JOSEPH SALMAN 


Joseph Salman, 79, president, 
Norwood Paint & Hardware Co., 
Cincinnati, Ohio, died recently at 
a hospital in that city. He had 
been president of the Norwood 
company for the past thirty-two 


years. Six daughters and a son 





survive. 
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HOWARD R. BEMIS 


Howard R. Bemis, 70, presi- 
dent, Bemis & Call Co., Spring- 
field, Mass., wrench manufactur- 
ers, was recently found dead in 
his home as the result of a bullet 
wound through his head. It is 
believed he took his own life in 
a moment of despondency. He 
was also treasurer of the Fiber- 
loid Corp., and an officer or di- 
rector in several local banks. Mrs. 
Semis and a son survive. 


EDWIN S. CROSBY 


Edwin S. Crosby, E. Harwich, 
Mass., for 40 years a hardware 
dealer in Brookline, Mass., died 
recently at the age of 84. 


GEORGE M. HICKMAN 


George M. Hickman, Orland, 
Calif., pioneer merchant in that 
town, passed away recently in a 
San Francisco hospital. He was 
ead of G. M. Hickman, Orland 
hardware store, and had been ac- 
tive in business in that com- 
munity for the past 30 years. He 
was more than 80 years old. 


R. O. NOOJIN 


R. O. Noojin, Noojin Hardware 
& Supply Co., Huntsville, Ala., 
passed away recently at the age 
of 53. For many years he was a 





R. 0. NOOJIN 


hardware dealer in Gadsden, Ga., 
later moving to Huntsville. He 
was president of the former 
Southeastern Retail Hardware & 
Implement Association and was a 
member of the former Hardware 
Council. Two sons survived. 


A CORRECTION 


W. H. Jones, Albany Hard- 


ware Co., Albany, Ga., passed | 


away recently. In the obituary 
notice published on page 60, of 
the Jan. 27, 1938, issue it was 
incorrectly stated that he was 
connected with Albany Hardware 
Co., Albany, N. Y. 
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JOHN W. KORDSMEIER 


He had been 


home in that town. 


John W. Kordsmeier, 51, Mor-| in the hardware and furniture 
rilton, Ark., hardware and fur-| business for 35 years, operating 
niture dealer, died recently at his} his own business for 15 years. 





HARDWARE BRIEFS 











CALIFORNIA 


A. J. Seltzer has purchased the 
implement business of the George 
Wright implement and hardware 
store, Orland, Calif. Mr. Wright 
will continue the hardware busi- 


ness. 





IDAHO 


The McHan Hardware has 
moved into new quarters one 


block North of its old location in 
Fairfield, Idaho. 


ILLINOIS 

Block’s Hardware has moved 
from 1430 Morse Ave., Chicago, 
Ill., to 411 Morse Ave., that city. 
The firm deals in housewares, 
paints, and janitor’s supplies. 

INDIANA 

Harry Marlin has moved his 
hardware store from Argos, Ind., 
to 1930 S. Calhoun St., Fort 
Wayne, Ind. 

IOWA 

N. H. Mellrath has become the 
owner of the Alvin Busch Hard- 
ware, Hartwick, Iowa. 
KENTUCKY 

Dauphin Hunter has purchased 
the hardware and furniture store 
of the Hartford Mercantile Co., 
Hartford, Ky., from L. C. Acton, 
Virgil Crowe, and Alfred Duke. 
The store will now be known as 
the Hunter Hardware and Furni- 


ture Co. 


MASSACHUSETTS 


R. V. Yeomans Hardware Co., 
formerly at 441 Worcester St., 
Wellesley, Mass., have moved 
into new quarters at 268 Wash- 


ington St. The store is being 
enlarged. 
MICHIGAN 


The D. E. Turner Hardware 
store in Rudyard, Mich., was 
badly damaged by fire in Jan- 
uary. 

MINNESOTA 

Edward Ellingson, Havana, N. 
D., has taken over the Farmers 
Equipment business at Cam- 
bridge, Minn., and the business 
will be continued as the Elling- 
son Hardware and Implement Co. 








MISSISSIPPI 


B. H. Kavanaugh has opened 
the Winona Cash Hardware in 
Winona, Miss. B. F. Roberts 
will assist him in the business. 


MISSOURI 


D. A. Childers has disposed of 
his hardware store at La Grange, 
Mo., to F. M. Fountain and B. G. 
White. 


NEW HAMPSHIRE 
W. E. Auberchon Co., Inc., 
Fitchburg, Mass., has opened a 
new unit of its chain of hardware 


stores in Milford, N. H. 





NEW JERSEY 


A. & R. Flesher Hardware Co., 
313 S. Broad St., Trenton, N. J., 
has discontinued its business. 

NEW MEXICO 
George Howell and J. E. Sewui: 


are opening a hardware store at 
Socorro, N. M. 


NEW YORK 


Stuart Eddy, Fayetteville, N. 
Y., will open a hardware store on 
West Genesee St., that city. 


NORTH CAROLINA 


John and Floyd 
purchased the controlling inter- 
est in the Bladen Hardware Co., 
Inc., Elizabethtown, N. C., and 
the business in the future will be 
directed by them. 


Cross have 


OHIO 


Gaisford Brothers is a 
hardware and implement firm in 
Antwerp, Ohio. The concern is 
the successor of Gordon Bros. & 
Ca. 


new 


OKLAHOMA 


C. C. Wey has sold the stock 
and fixtures of the Wey Hard- 
ware store in Eldorado, Okla., 
to Harry English of Davenport, 
Okla. Mr. English moved the 
stock and fixtures to Davenport 
where he is opening a new hard- 
ware store. 


OREGON 
Frank Guy has become a mem- 
ber of Guy’s Hardware, Dallas, 
Ore. Frank and his father, N. L. 
Guy have purchased the interest 


| was in stock. 





in the firm of Charles J. Guy and 
Mrs. E. V. Dalton. There will be 
no change of name or policy of 
the concern. 


PENNSYLVANIA 
W. A. Redmond for 40 years 


a hardware dealer in Grove City, 
Pa., recently retired from busi- 
ness, having sold his store to 
Charles Sloan, John Gilson and 


E. R. Bailey. 


SOUTH CAROLINA 
James and Charles Darracott 
have bought the interest of J. W. 
Gilliam in the Dixie Hardware 
Co., Abbeville, S. C. 


SOUTH DAKOTA 


George H. Muller will open a 
hardware business at De Smet, 


S. DB: 


TEXAS 


Sellstrom and Rich, Inc., Ma- 
nor, Tex., is now known as the 
Carlson Lumber and Hardware 
Co., Manor, Tex. 


Sam A. Lemons has purchased 
the Plainview Hardware store in 
Plainview, Tex. 


WEST VIRGINIA 
The new hardware store planned 
by the Mount Hope Lumber Co. 
in Mount Hope, W. Va., has re- 
cently been completed. 


NORTHWESTERN BARB WIRE 
OPERATING ON SCHEDULE 


Officials of the Northwestern 
Barb Wire Co., Sterling, IIl., 
whose plant was recently par- 
tially submerged by flood waters 
of the Rock River, state that 
operations had not been seriously 
interrupted. Although the rod 
mill was affected by the flood 
waters an ample supply of rods 
Power and rail- 
way facilities were not affected 
although the shipping depart- 
ments were temporarily inconven- 
ienced. 


STAINLESS METALS, INC.., 
ACQUIRES NEW BUILDING 


Stainless Metals, Inc., formerly 
at 225 Fifth Ave., New York 
City, has moved its New York 
office, showrooms and warehouse 
to 31-49 12th St., Long Island 
City, N. Y., to provide additional 
manufacturing and warehousing 
facilities. At the same time three 
new products were added to the 
company’s line—“Minimax,” a 
four-compartment — silver box, 
“Flywaiter,” oblong service tray 
and “Bar-Snacker,” a dispenser 
for hot hors d’oeuvres at the bar. 
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HAIL ROOS 
WERE ERECTED 

IN FRANCE 
AROUND 1900 
TO DRAW OFF 
ELECTRICITY FROM 
THE CLOUDS AND 
PREVENT HA/L 
FROM FORMING / 
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PATENT SUIT. 


IT LOOKS LIKE 
AN AUTOMOBILE, 
BUT IT'S REALLY 
A “DIFFERENT” 
TRICYCLE. 

RUN BY PEDALING, 
THIS “VELOCAR" 
WAS RECENTLY 
/NTRODUCED IN 
BERMUDA TO 
“GET AROUND" 
THE ANT/- 
AUTOMOBILE 
LAW. 











KANSAS CITY, MO.- 
TWELVE 
WASHING 
MACHINES 
RECENTLY WERE 
EMPLOYED TO 
GIVE DIRTY: 
LINEN A PUBLIC 
WASHING INA 
»COURT ROOM— 
As ‘WITNESSES"/NV 
INVOLVING A 

















6 LINE 
A Fist TAN 


a Lone 
IS USED TO 
CATCH THE 
ESPADAS, A 
DEEP SEA FISH, 
OFF THE ISLE 
gre cad OF MADEIRA 
NEAR THE 
COAST OF 
NORTHWESTERN 
AFRICA. 
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Amended FHA Program Promises 
Huge Market for Hardware Dealers 


sure a total of $2,000,000,000 out- 
standing at any time and with the 
approval of the President this 
amount may be increased to 
$3,000,000,000. 

The total maximum annual car- 
rying charge for an FHA-insured 
mortgage on which a commitment 
is issued now is 514% per cent. This 
includes 5 per cent interest and 
one-half of 1 per cent mortgage 
insurance premium. In the case 
of newly constructed homes secur- 
ing mortgages not exceeding $5,- 
400 and meeting certain other 
conditions the premium rate is 
one-fourth of 1 per cent, making 
the total annual carrying charge 
to the borrower 514 per cent. The 
insurance premium now is based 
upon the outstanding balance in- 
stead of the original face value of 
the mortgage as provided in the 
old law. 

Elimination of the annual ser- 
vice charge and the reduced cost 
of the mortgage insurance -will 
represent a maximum saving of 
approximately 1 per cent per an- 
num to home builders and buyers 
on newly constructed houses car- 
rying mortgages of $5,400 or less. 
On all other insurable mortgages 
the saving will be approximately 
three-fourths of 1 per cent per 
annum. 


Down Payments Less 


On newly constructed houses 
appraised at $6,000 or less, the 
minimum permissible down pay- 
ment or equity requirement has 
been reduced from 20 per cent to 
10 per cent. Thus, on a $6,000 
newly constructed house, the min- 
imum down payment is $600 and 
the maximum insurable mortgage 
is $5,400, representing 90 per cent 
of the appraised value. 

On newly constructed houses 
appraised at $10,000 or less, the 
insurable limit is 90 per cent of 
the appraised value up to $6,000 
plus 80 per cent of the appraised 
value above $6,000. For example, 
on a newly constructed $10,000 
house the minimum down pay- 
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(Continued from page 29) 


ment is $1,400 and the insurable 
mortgage limit is $8,600. On all 
other homes housing from one to 
four families, the insurable mort- 
gage remains at 80 per cent of the 
appraisal value, but not in excess 
of $16,000. 

Under the amended law, the 
multi-family and group housing 
program is divided into two main 
parts, one designed to promote 
construction of large-scale proj- 
ects covered by mortgages up to 
$5,000,000 and the other to en- 
courage building of smaller devel- 
opments covered by mortgages 
ranging from $16,000 to $200,000. 

An important feature of the new 
program is the provision for in- 
suring mortgages not only on 
multi-family structures, but also 
upon developments consisting of 
single family houses. Under this 
provision it will be possible for 
developers to obtain blanket mort- 
gage financing, including funds 
advanced for construction, on 
groups of single family houses 
and then sell them on convenient 
payment plans or rent them as 
they see fit. The regulations will 
permit partial releases from the 
blanket mortgage as_ separate 
properties are sold. 

The FHA will insure mortgages 
up to 80 per cent of the appraised 
value of projects provided that, in 
the case of large-scale develop- 
ments constructed under Sec. 207, 
the amount of the mortgage may 
not exceed $1,350 per room, and 
in the case of the smaller develop- 
ments built under Sec. 210, the 
mortgage may not exceed $1,150 
per room. 

The maximum interest rate 
which lending institutions will be 
permitted to charge will be 414 
per cent on mortgages insured un- 
der Sec. 207 and 5 per cent on 
mortgages insured under Sec. 210. 

The mortgage insurance pre- 
mium will be charged at the rate 
of one-half of 1 per cent annually 
on the outstanding principal of 
the mortgage. 

The multi-family and group 


housing operations will be carried 
on separately from the small 
homes program designed _ pri- 
marily for individual ownership. 
A separate insuring fund of $1,- 
000,000 has been set aside out of 
appraisal fees collected by the 
FHA during the past three years. 

Notices have been sent to 7000 
lending institutions throughout the 
United States authorizing them to 
begin making modernization and 
repair loans under Title I of the 
amended act. 

Persons, partnerships and cor- 
porations are eligible to borrow 
money under the modernization 
and repair credit plan. The bor- 
rower must have an assured in- 
come, demonstrate his ability to 
repay the loan, and own the prop- 
erty to be improved or have a 
lease on it running at least six 
months longer than the term of the 
loan. 

Amounts up to $10,000 may be 
borrowed to repair or improve 
existing structures and amounts up 
to $2,500 may be borrowed for the 
erection of new structures. 


Repayment of Loans 


Repayment of the loans may be 
spread over a period not to exceed 
five years for modernization and 
repair work and not to exceed 10 
years for’the erection of new struc- 
tures for residential use. 

Banks and other lending institu- 
tions are insured against losses up 
to 10 per cent of the total loans 
they make under the new Title I 
program. 

If the loan is made for the pur- 
pose of building a new home, se- 
curity will be required in the 
form of a mortgage or deed of 
trust covering the property im- 
proved. In addition, there will be 
certain general construction re- 
quirements which will assist in 
protecting the home owner. 

The law no longer permits FHA 
to insure loans for the purpose of 
purchasing movable hardware sup- 
plies, such as refrigerators, stoves, 
etc. 
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Sell the “Paint Up and Wake 


PRING cleaning time’s just 
around the corner and in 
this day and age it means a 


great deal more than the conven- 
tional hanging of summer drapes 


and laying of summer floor cover- 
ings. The modern idea includes 
pretty much of everything that 











goes to freshen things up—both 
inside and outside of the house. 
And the modern idea means more 
profits to the hardware dealer. 
In the 


touched upon the general aspects 


preceding issue we 


of cleaning as well as the matter 
of colorful kitchens. We now take 
a step ahead and go into the 
subject of painting and papering. 

The display shown upon this 
page is devoted to the paint de- 
partment and is of the unbalanced 
type. Plateau, background and 
pedestals are given over to a dis- 
play of paints and painting acces- 
sories. The general effect of mass 
is at the left and the pedestals of 
diminishing size carry the eye 
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down to the right where repose 
the rolls of wall paper. It’s the 
method to follow for the eye trav- 
els in the same way it travels 
when reading. The step ladder at 
the right serves to fill in a gap 
that would be otherwise left va- 
cant in the window and adds to 
the general balance of the entire 
display. 

The color of the fixtures and 
background should suggest new 
ness and cleanliness which in 
turn naturally suggest the idea 
of spring cleaning. Very light 
gray, tan or even white would 
be appropriate in carrying out 
this idea and in forming a light 
background for colorful paint 
containers and rolls of wall paper. 
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The HarpwareE AGE _inter- 
changeable display fixtures are 
used in this window as well as in 
the one which is shown below and 
the fixtures used in each of these 
displays serve to give an excel- 
lent setting for the merchandise 
shown. 

Considerable space has been de- 
voted to the matter of freshening 
up the interior of the house so 
we will now turn to the outside 
and the lawn and garden. The dis- 
play shown at the bottom of this 
page concerns itself entirely with 
what goes on outside of the house. 

This is also a display of the 
unbalanced type, but in this in- 
stance the eye travels upward 


from right to left. The large back- 


ground slogan “Wake up your 
garden and lawn!” is the thing 
that catches the eye all the time 
it is traveling from left to right 
and it is featured to such an ex- 
tent that it drives its message 
home to the fullest possible de- 
gree. 

Bags and packages of grass seed 
and fertilizer are massed at the 
left with the items growing larger 
as we proceed to the right. Small 
garden tools, sprayers, etc., are 
ranged in the foreground while 
the larger garden and lawn im- 
plements serve to terminate the 
display at each side of the back- 
ground. 

Color should be an easy matter 
to decide upon in the matter of 
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Up Idea to Your Customers! 


fixtures and background. Green is 
the shade to use for it’s the color 
of the grass and forms the ideal 
background for the merchandise 
on display. And use a darker 
shade of green for the panel at 
the right with either white or 
bright yellow lettering. 
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FRANK D. RODGERS 
New President 


HE 40th annual convention of 

the Iowa Retail Hardware as- 

sociation held in Des Moines, 
Feb. 8 to 11 was one of the best in 
the history of the organization. Con- 
vention headquarters were at the 
Hotel Savery while the exhibit was 
housed in the Coliseum. 

Four morning sessions were built 
about a well-rounded program of 
suggested improvements in hard- 
ware dealers’ competitive conditions, 
employee and employer relations 
and making the consumer more hard- 
ware store conscious. Terms of 
traffic regulations were used as the 
theme of the entire convention, with 
the first day theme, “What’s Ahead?” 
the second “Spotlighting Sales” and 
the third “Changing Signal Lights.” 
The fourth was devoted to general 
discussion and closing business. 

The employee-employer problem 
was discussed by R. H. Duffy, oper- 
ating manager of Younker Brothers 
in his talk “Teamwork in your 
Store.” 

“Get the ‘we’ feeling among your 
employees,” he told them. “Let 
them share your interest in the busi- 
ness, the thrill of the good days and 
the concerns of the poor days. It’s 
the little misunderstandings that 
make way for difficulties later. It 
has been found that less than 714 
per cent of our labor trouble is di- 
rectly due to hours.” 

The importance of anticipating 
the customers’ wants as predicted in 
changes of day to day living was 
pointed out by Lester Milligan, sec- 
retary of the Chamber of Commerce, 
Mason City, Iowa. 
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Competition and Employees 
Subjects at 


Iowa Meeting 


“Pay attention to consumer 
changes. Propanganda in news- 
papers is as effective in changing 
human wants and desires as prop- 
aganda that sweeps a country into 
war over night. By seeing what the 
customer is going to want as reflect- 
ed by the trends in community life, 
the alert hardware dealer will have 
the goods in stock when she asks 
for it.” 

A laugh-learning combination of 
salesmanship was the talk by V. E. 
Sam Vining, director of department 
store sales, Westinghouse Electric & 
Mfg., Mansfield, Ohio, as he gave his 
picturesque address on “Dirt Sell- 
ing.” 

J. T. Miller research director of 
Meredith Publising Co., whose topic 
was “Shop, Look and Live,” outlined 
five basic errors in marketing which 
he said were responsible for failure 
in business, as: 

1. Failure to stock and sell mer- 
chandise which the customer wants. 

2. Not putting selling effort on 
the line of goods in which the profit 
is best. / 

3. Failure to know your real com- 
petition. 





P. R. JACOBSON 
Secretary 











HARRY R. JACOBS 
Retiring President 


4. Failure to know your markets. 

5. Failure to coordinate sales and 
advertising. 

O. C. Cameron, president of the 
Bankers Commercial Corporation of 
Chicago, spoke on safeguards in in- 
stallment selling. “The product be- 
ing sold must have longer life, by 
four or five times than the contract 
on which it is sold. If you sell a 
man a product at $200 and in less 
than a year the product sells for $100 
you'll have difficulty in getting your 
money because the buyer will tell 
you to come and take your merchan- 
dise. It should also be understood 
that the total indebtedness should 
not exceed 25 per cent of income of 
purchaser, and the credit investiga- 
tion should be the final say on time 
selling.” 

C. G. Gilbert, president of the 
National Retail Hardware Associa- 
tion, Indianapolis, Ind., in his talk 
told of the plans of the association 
for National Hardware Week, 

At the closing sessions, Frank D. 
Rodgers, of Ames, Iowa, vice-presi- 
dent, was chosen to succeed Harry 
Jacobs of Davenport, as president. 
A. C. Hanson, of Holstein, was elect- 
ed vice-president to succeed Mr. 
Rodgers. 

W. A. Broquist of Des Moines 
was elected a director and C. U. 
Chickering of Waterloo was re-elect- 
ed a director for a three-year term. 

Social features of the convention 
were headlined by the 40th Anni- 
versary Banquet on Thursday eve- 
ning, at the Hotel Savery Venetian 
Ballroom. 
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Problems of Store and Farm 
Headlined at Nebraska Meeting 


CARL KOLLMEYER 
New President 


L. E. NELSON 


Retiring President 





E. C. HERMANSON 
L Secretary-Treasurer 


FEBRUARY 24, 1938 














ISCUSSIONS on how to com- 
D bat competition and drouth 

drew hardware merchants 
from every part of Nebraska to the 
37th annual convention of the Ne- 
braska Retail Hardware Association 
at the Hotel Rome, Omaha, Feb. 
1, 2, and 3. The watchword of the 
meeting was “Signs of the Times” 
and it was carried out in all the 
talks. Exhibits by jobbers were set 
up in the City Auditorium, one 
block from the hotel. L. E. Nelson, 
of the Nelson, Johnston & Doudna 
Hardware Company, president of 
the association, presided. 


A Bright Future 


In his opening address, the presi- 
dent told of disastrous crop condi- 
tions in the state during the past 
year which made the task of the 
association doubly hard, but he 
looked for a bright future for the 
hardware merchant. 

On the opening day Ivan D. Wood, 
agricultural engineer, University of 
Nebraska, Lincoln, spoke on “Facts 
and Possibilities of Pump Irriga- 
tion.” He described the various 
types of irrigation and what types 
of pumps were best suited to Ne- 
braska. 

“Facts and Possibilities of Rural 
Electrification” was the topic of the 
talk by W. Eugene White, assistant 
agricultural engineer, University of 
Nebraska. He stated that before 
rural electrification becomes uni- 
versa] a period of education of farm- 
ers to its use will have to be ex- 
perienced. 

The second day of the convention 
was given over to the topics concern- 
ing the consumer. John O’Brien. 
past president of the Nebraska 
Pharmaceutical Association and 
chairman of their legislative com- 
mittee, explained the national and 
Nebraska fair trade laws. He spoke 
under the topic “The Consumer Pro- 
tected Under Fair Trade Laws.” 

National Hardware Week was dis- 
cussed by C. G. Gilbert, president 
of the N.R.H.A. He urged every 


hardware man to enter into the week 


saying “We have put the independ- 
ent hardware dealer on trial by this 
move.” 

R. W. Carney, Coleman Lamp & 
Stove Company, Wichita, Kans., 
gave an inspirational address on 
“Welding the Weakest Link.” He 
declared that the most important 
link in hardware selling was the re- 
tail clerk but added that it was also 
the weakest link. He said many 
clerks are just “wrapper clerks” and 
not salesmen. He urged more train- 
ing of the retail clerk to sell the 
customer more goods and stated that 
a sale is made only when a customer 
goes out of the store with more 
goods of better quality than he ex- 
pected to buy when he came in and 
it is goods that he needed and he is 
satisfied. 

The final day of the convention 
was opened with a talk by Dwight 
L. Holmes, manager of the Omaha 
Better Business Bureau, on the topic 
“Before You Invest, Investigate.” 
He described the work of the Bu- 
reau and its method with dealing 
with fraudulent advertisers and 
those who misrepresent their goods 
in any way. He warned all the 
hardware men to investigate before 
they invested in anything and also 
to read anything they signed and 
keep a copy of it. 


Modern Kitchens 


How the kitchen can be made to 
go modern and how hardware mer- 
chants can capitalize on it was 
described by Dr. George W. Allison 
of the Edison Electrical Institute, 
New York City. He told the mer- 
chants of ways to prepare ensemble 
displays of goods by arranging an 
entire kitchen in one corner of the 
store instead of lining refrigerators 
in one corner, stoves in another and 
stacking linoleum in a corner. “En- 
semble selling,” he said, “is smart 
selling. We can use it in the hard- 
ware business.” 

At the final meeting of the con- 
vention Carl Kollmeyer of the Koll- 
meyer Hardware Company, Fre- 

(Continued on page 90) 
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Panhandle Meeting Stresses 


Service, Laws and Team Work 


WINGING at once into their 
general theme, “Signs of the 


Times,” the 29th annual con- 
vention of the Panhandle Hardware 
and Implement Association met in 
Amarillo, Texas, on Feb. 7-8. The 
opening session was launched with 
a breakfast tendered all convention 
members by the Texas Hardware 
Mutual Fire Insurance Company. 
The informality of breaking bread 
together that was enjoyed at this 
breakfast created a fellowship that 
continued through the entire conven- 
tion period. 

Launching into his subject, Presi- 
dent R. F. Douglas, Shamrock, 
Texas, spoke on “Signs of the 
Times,” stressing fellowship and 
eagerness to serve rather than be 
served as the slogan of the day. 

Paul Wilmot, secretary-treasurer, 
Mabie-Lowrey Hardware Co., Ros- 
well, N. Mex., was first on the 
convention program, speaking on 
“Team Work in Your Store.” He 
said that regardless of the fast pace 
of the modern day, business prin- 
ciples are the same and team work 
and fair play will win. 

“The store employee is an invest- 
ment.” “Have a good system in hir- 
ing and treating employees and 
stick to it.” “Make your account- 
ing system so that temptation to have 
‘sticky fingers’ will not be offered.” 
“60 per cent of petty filching is the 
boss’s fault.” These were among the 
high spots of his address. 

Mrs. Florence Welter, of the City 


Hostess Company, Amarillo, Tex., 


spoke on “The Consumer Your 
Traffic Cop,” and pointed out many 
ways in which the merchants could 
improve their establishments and 
contacts. 

At the third session, the dealers 
turned to politics, and listened to 
H. E. Dill, executive secretary, Re- 
tail Furniture Association of Texas, 
and secretary of the Council of 
Texas Retailers Association, speak 
of “The Legislative Outlook.” Mr. 
Dill warned against the trend to 
increase taxes, declared the way out 
was through efficiency in operation 
of state business and exact budget- 
ing. “What Texas needs today is 
more payroll income,” declared Mr. 
Dill, who added that this would 
come because of natural resources 
if the tax burden is kept down and 
equalized. 

Service was the subject of L. D. 
Stinson, Perryton, Texas. Mr. Stin- 
son declared that the implement 
dealer of today, not should but must 
maintain a clean, well equipped, ef- 
ficient service department. Such a 
department will sell parts, but above 
all will pay in good will because 
the farmer will know his needs will 
be met. 

Through the courtesy of the Bor- 
den Company, George Vinyard, 
Borden manager, presented the talk- 
ing movie, “How to Make a Sales 
Presentation Stay Presented.” 

Following Mr. Vinyard, Veach C. 
Redd, vice-president, National Retail 
Hardware Association, told of plans 
for carrying out National Hardware 





Left to right, seated: B. B. Kent, Perryton, Texas, advisory Board; T. C. 
Meinecke, Plainview, Texas, advisory board; E. R. Yates, Lamesa, Texas, 
new vicepresident; J. A. Blackwell, Friona, Texas, new president: C. L. 
Thompson, Canyon, Texas, secretary-treasurer; R. F. Douglas, Shamrock, 
Texas, advisory board. Standing: W. H. Spaulding, Clovis, N. Mex.; M. L. 
Purvines, Panhandle, Texas; George Buchenau, Tulia, Texas; W. E. Smith, 
Carlsbad, N. Mex., and L. C. Harp, Matador, Texas 
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week, and urged retailers to secure 
the aids and banners supplied by 
the national association. 

“The Kitchen Goes Modern,” was 
ably handled by Forest N. Hall, 
merchandise manager, Chambers 
Corporation, Dallas, Texas. Mr. 
Hall stated that from 48 per cent 
of the furnishing dollar being spent 
in the living room, now more than 
half of that dollar is spent in the 
kitchen. 

Will Givens, field secretary of the 
Texas Hardware and Implement As- 
sociation, College Station, Texas, 
urged the dealers to form local 
groups as the major aid in “Trade- 
In Problems.” He stressed the point 
that there is no lone wolf in the 
business world today, stating that if 
your competitor bought or sold 
trade-in too cheap it hurt you as 
well as him. Mr. Givens also urged 
implement men to consider the 
trade-in as a part of their business, 
treat it as such and not just a side 
line, study it, keep good repair 
places to overhaul trade-ins and keep 
accurate accounts on trade-ins. 

E. D. McGugin, general sales 
manager, John Deere Plow Com- 
pany, Kansas City, ably handled 
“Making the Implement Business 
More Profitable.” 

Mr. McGugin said volume of busi- 
ness is not essential to success. 
Large capital is not required, but 
good management is essential. He 
recommended that implement deal- 
ers promote better agricultural de- 
velopments in their communities, 
urged each dealer to know his farm- 
ers personally, keep a card index 
of each farmer and his need, make 
it an individual matter to give 
service. 

At the closing session of the con- 
vention, Mr. Redd handled the sub- 
ject of “Hardware Merchandising 
Today” by switching the subject to 
“Wild Oats” and then listing vari- 
ous ills of the store as the unprofit- 
able wild oats. 

Concluding the program, N. H. 
Orr, vice-president and general man- 
ager of sales, Colorado Fuel & Iron 
Corporation, Denver, Colo., listed 
“Current Trends of Business,” giv- 
ing as unfavorable the decline in 
(Continued on page 86) 
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DE LUXE ASSORTMENT No. 30 


Consists of % dozen pairs of Hinges and 1% dozen each of other 
iterns shown on display. One sample of each item is taken from 
assortment for mounting on FREE display panel lithographed 
in three colors. All iterms are brass heavily chromium plated 
and highly polished. Assortment No. 31 same except with steel 
hinges. The finest Cabinet Hardware on the market today. 
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AND 4 OTHER SALES BOOSTERS 


These dollar-making sales boosters are 
yours absolutely free: 


l. Free metal display panel that makes extra 
sales the moment you put it on your counter 
or in your window. 


‘‘Dollar-Makers for Dealers’’—a manual of 
25 tested merchandising ideas from success- 
ful dealers. 


Business building 2-color folders to mail-out 
or hand-out. 


Proof sheet of free electros and newspaper 
mats for local publicity and advertising. 


Display panel back illustrates 3 distinct design 
groupings with printed retail prices to guar- 
antee you full profit. 


You get these sales boosters free with American 
Cabinet Hardware introductory deals including a 
small balanced stock of fast-moving items cost- 
ing only a few dollars. 


Perfectly matched ensembles, embossed lines in 
a choice of five colors, and individual envelope 
packing are a few of the features which give 
American Cabinet Hardware recognized leader- 
ship as well as mechanical features like 5-knuckle 
hinges, winged-latch bolt catches, and sturdy 
comfortable knobs and pulls that assure long 
life and satisfied customers. 


Ask Your Jobber for details or 


write us today for jobber’s name. 


American Cabinet Hardware Corp. 


ROCKFORD. ILL 


No. E08760 Catch 
\4 Actual Size 
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H. A. MEDDAUGH 
New President 


TORTH DAKOTA hardware 
N dealers, already “conserva- 
: tion-minded” after surviving 
several years of drouth, took fur- 
ther steps at the 1938 convention of 
the North Dakota Retail Hardware 
Association convention in Grand 
Forks, Feb. 8, 9 and 10, to bolster 
their business by making conserva- 
tion a plank in their platform of 
business advancement. 

The dealers went “outside the 
shop” on several occasions during 
the convention sessions to learn 
more about agriculture—the back- 
bone of North Dakota --and to gain 
information on other subjects that 
in one way or another effect the 
hardware trade. 

A dozen speakers, some of whom 
had no direct connection with the 
hardware business. addressed the 
meetings which were held in the 
Hotel Dacotah. Meanwhile 32 ex- 
hibiters, occupying 40 booths in the 
City Auditorium. displayed the new- 
est lines to the dealers and the pub- 
lic. The association members and 
their wives were entertained at din- 
ners, luncheons and a dance. 

The principal business of the con- 
vention was done at the final session 
when officers were elected and reso- 
lutions were passed. A lively discus- 
sion developed when Howard Stone 
of New Rockford, member of the 
association and president of the 
North Dakota Wildlife Association. 
explained how the merchants could 
benefit their businesses by giving 
wholehearted support to preserving 
wildlife. As a result of his appeal 
the convention unanimously adopt- 
ed a resolution which placed the as- 
sociation on record as approving 
President Roosevelt’s proclamation 
setting aside a week in March as 
“National Wildlife Restoration 
Week.” 
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The resolutions thanked various 
individuals and concerns for help- 
ing to make the convention program 
“the most valuable and helpful we 
have ever had”; urged that whole- 
salers and manufacturers limit their 
sales to the legitimate dealers and 
refrain from going directly to the 
consumers; that hotels in the con- 
vention city be notified in advance 
of a convention to refrain from sell- 
ing display space to wholesalers and 
manufacturers for the purpose of 
selling hardware during a conven- 
tion: that the merchants make it a 
part of their duty to visit booths at 
conventions and that the association 
get firmly behind the plan of the 
National Retail Hardware Associa- 
tion’s plan for a national hardware 
week May 9 to 14. 

Harvey Meddaugh of Westhope, a 
former director, was elected presi- 
dent succeeding W. J. Gust of St. 
Thomas: Dupont Bjelde of Mayville, 
former director. was named _ first 
vice-president succeeding George 
J. Boley of Carrington; Peter Fugel- 
so of Minot was re-elected second 
vice-president; Miss Louise Thomp- 
son of Grand Forks was re-elected 
secretary: O. S. Hilman of Berwick 


and A. F. Hoff of Wisek, past presi- 





LOUISE J. THOMPSON 
Secretary 


North Dakota Dealers 


Discuss Conservation 





W. J. GUST 
Retiring President 


dents, were re-elected to the board 
and Mr. Gust of St. Thomas imme- 
diate past president. was made the 
third past president of the board. 
Paul Schilla of Dickinson was elect- 
ed the new board member. 

The convention opened with the 
annual address by President Gust 
who advised dealers to depend more 
on the service of the association than 
on legislation to solve their busi- 
ness problems. He recalled that the 
association is entering its 40th year 
and that the first meeting was called 
by the late C. N. Barnes of Grand 
Forks who was secretary for many 
years. 

Glen Hackney. managing editor 
of the Hardware Dealer. Indian- 
apolis, Ind.. explained the necessity 
of supporting National Hardware 
Week. A. C. Raymer. Kelly-How- 
Thompson Co., representative from 
St. Paul, cited the need for keeping 
building hardware on hand and the 
need for constantly seeking new 
business. 

E. St. Elmo Lewis of Detroit. 
Mich., counsel in trade and con- 
sumer relations, one of the princi- 
pal speakers of the convention, said 
the hardware clerks and store mana- 


(Continued on page 86) 
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| c+ FIVE 
“100-PLUS” 
STANLEY HAMMERS! 


POPULAR 
ASSORTMENTS 
OF OTHER FAST-SELLING 
STANLEY 
HAMMERS 








neck handle —two each with 
maroon and white, dark oak and 
white, and blue and white handles. 
The most eye-appealing hammers 
ever offered. Each $1.25. Packed 
in a heavy jute board carton con- 
structed so that the top becomes an 
easel which tips the entire display 
into full view. Weight, complete, 
9', Ibs. 


Assortment No. H7 includes display 
— awe carton, six fast selling 16 oz. 
hammers. Two No. 51'% Stanley- 
OZ NAIL HAMMERS Atha, each $1.25. Two No. 131!4 
ees j Standard, each $1.25. Two No. 






101! Standard, each $1.05. Retail 


j ASSORTMENT No. H6 value of ass’t., $7.10. 
RETAIL VALUE $7.50 Assortment No. H8 includes display 


carton, six 16 oz., hammers in a 

’ Six New Colorful Hammers range: to sell many customers 
Two No. 51!% Stanley Atha, each 

Six No. 231!., 160z.,hammers with $1.25. Two No. 111!» Arrow, 
octagon neck, round poll, full each 85c. Two No. 211!, Hercules 
polished head, and two-tone octagon each 50c. Retail Value of ass’t, $5.20 





THE H12 ASSORTMENT 


Made up of one dozen popular 
hammers. Three each, No. 51! 
Stanley-Atha, $1.25 each; No. 101! 
Standard, $1.05 each; No. 111!» 
Arrow, 85c. each; and No. 211!» 
Hercules, 50c. each. 












STILL GOING STRONG-- 


ORDER FROM 
YOUR JOBBER 


Prices slightly higher west of the Missouri River. 







The aristocrat of hammers — now made in two styles and five 
sizes. For the exacting craftsman and all who take pride in 
owning the finest tools money can buy, the original ‘‘100 Plus,”’ 
No. 11), 16 oz., curved claw hammer is supplemented by 
No. 11, 20 oz., and No. 12, 13 oz., with curved claws; No. 21, 
20 oz., and No. 2114, 16 oz., with ripping claws. 

Heads are made of chrome molybdenum alloy steel and are 
“super heat treated’’ by an exclusive Stanley process. ‘‘Ever- 
tite’’ hickory handles are triple-wedged in heads. Bell face, 
round poll, mirror polish with orange ribs on neck and black 
enamel under claws. Handle has octagon shaped neck and is 
lacquered white. Each hammer is packed individually in 
colorful display box. 




















THERE’S A REAL DEMAND 

FOR A SUPREME QUALITY 

HAMMER. PROFIT BY IT 
WITH THE 

‘100 PLUS”’! 

























\ $2.00 each 
% All sizes 
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“Signs of the Times” Theme of 
Southern Californians 





PAUL H. ROMPAGE 
New President 


ARDWARE retailers from all 

over Southern California con- 

vened in the Shrine Audi- 
torium in Los Angeles, February 6 
to 10 inclusive, for the 17th annual 
exposition and convention of the 
Southern California Retail Hard- 
ware Association. 

A carefully planned program 
mapped out by Secretary-treasurer 
Joseph V. Guilfoyle was well re- 
ceived. “Signs of the Times” was 
the convention theme. This was 
predicated on increased service to 
the consuming public as well as to 
the advancement of retail hardware 
merchants. 

Two innovations in convention 
holding worked out better than an- 
ticipated. A monster trade preview 
was held on Sunday, February 6. 
Wednesday and Thursday were set 
aside for the public and by invita- 
tion to architects and building con- 
tractors. Over 150,000 free admis- 
sion tickets were distributed through 
Southern California hardware stores 
to the public. A thorough system of 
radio announcements acquainted the 
public with the showing of the 110 
exhibits of manufacturers and dis- 
tributors. All hardware stores car- 
ried window displays announcing 
free tickets available to their pa- 
trons. 

“The consumer is boss. Since we 
must please the boss, it is well to 
know his needs and what his reac- 
tions are. It is not enough to make 


54 


the consumer ‘hardware store con- 
scious’, we must continue to merit his 
favor. The best store, the best loca- 
tion, the lowest prices are not the 
answer to permanent success. Mer- 
chandising success is measured by 
consumer reaction,” declared Plum- 
mer Bruns, of the McFadden-Dale 
Hardware Co., Santa Ana. 

“Make arrangements to satisfy 
those patrons who wish to buy on ex- 
tended terms, he stated. It is not 
hazardous to sell goods that way 
when one’s setup is correct. 

“We are now in a very scientific 
merchandising cycle. Our compe- 
tition is profoundly scientific. Every- 
thing they do is well planned in ad- 
vance, nothing just happens. To 
meet that competition we must be 
just as alert.” 

In presenting his views on 
“Streamlining Your Selling” A. S. 
Yates, of the Yates-Borg Co., North 
Hollywood, considered the subject 





J. S. GUILFOYLE 
Secretary-treasurer 


from the standpoint of a clinic, of- 
fering experiences and results from 
the adoption of new methods of 
merchandising in the hardware 
store. Planned promotions for cer- 
tain types of merchandise which 
past practical experience proved to 
be best suited to their explpitation 
will result in most satisfactory sales 
volume, he contended. 

The subject of “Teamwork In 
Your Store,” as discussed by past 





MARION H. HAMMERSLEY 
Retiring President 


president R. H. Westbrook of River- 
side, was one of the most important 
as it had to do with the pressing 
problem of relationship between em- 
ployer and employees. He said “In 
the hardware business the employee 
is not sacrificed for the purpose of 
cutting down overhead, thus reduc- 
ing selling prices to the gullible pub- 
lic. Independent hardware mer- 
chants have always had a personal 
interest in their employees. Team- 
work in the store can be accom- 
plished by being honest with those 
associated with us and by acquaint- 
ing them with the difficulties of 
meeting competitive prices, of oper- 
ating cost hazards and the like.” 

National Hardware Week and 
what it will mean to all connected 
with the hardware trade was fully 
explained by George W. Green, di- 
rector of the N.R.H.A. 

“Buy to requirements and not to 
price. Buy for turnover and for vol- 
ume,” was the opening caution 
in the talk of H. L. Johnson, of 
Orange on the subject “Cautions in 
Merchandising.” “As a rule buying 
deals are not profitable as we al- 
ways get in too much slow mov- 
ing merchandise,” he said. 

“Retail prices should be based on 
the valuation the public puts on 
them. It is a mistaken idea of sell- 
ing goods on the basis of what you 
pay for them. Some items which 
cost $1.00 are only worth 50 cents in 


(Continued on page 78) 
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Barber Shops - - Cigar Stores and 


inlo YOUR STORE! 


Display a product that saves them time and messy work and you get 
a lot of women into your store. If the product is a beauty aid as well 
—you’ve got something! Dic-A-Doo—the fastest selling, fastest work- 
ing paint cleaner—is actually good for the hands. 


Industry is on the job all year long—painters are cleaning big areas 
in nearby stores, factories, public buildings. You can get this volume 
trade with Dic-A-Doo. Display the household size Dic-A-Doo; the 
larger sizes for the professional users, and the Dic-A-Doo 
Paint Brush Bath on your counter—and watch them 
make that space pay! Cash in on our big Spring National 
Advertising Campaign. Order from your jobber. 


Household package 5b. bags 
20 lb. pails . . « 25 1b. bags 












DIC-A-DOO 
PAINT BRUSH BATH 


Keeps new brushes new. Restores old brushes. Helps sell better 
brushes, too. Only 5¢! Two-dozen packages in self-selling dis- 


ok play carton. 
The Patent Cereals Co. Dept. H-24 Geneva, N. Y. 
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Public Relations and 
Business Counselors 


HE business or profession, 
because it is really more 
of a profession than a bus- 
iness, of public relations counsel. 
is a modern development. At the 
time of the World War it was 
discovered that the minds of the 
people of the various countries 
could be definitely influenced by 
propaganda. Since the war, propa- 
ganda has been reduced to a 
science, and has been used by al- 
most every civilized nation. Some 
of this propaganda has _ been 
beneficial, but a great deal of it 
has been very harmful. The neces- 
sity for propaganda was based on 
the idea that if the people believe 
a thing, if they believe something 
that is not true, it is exactly the 
same thing in its effect upon the 
conduct or the life of the people 
as if it were true. Therefore, good 
propaganda necessarily was based 
on telling the people the absolute 
truth. Bad propaganda was lead- 
ing the people, for ulterior pur- 
poses, to believe something that 
was not true. 


Many Channels 


The late Ivy Lee was one of 
the first and leading public rela- 
tions counselors in this country. 
He had a list of clients which in- 
cluded some of the greatest cor- 
porations. The field of a public 
relations counsel flows into many 
channels. Some of it is out in 
the open. Other parts of it are 
hidden and very subtle. The 
propaganda they disseminate fre- 
quently comes out in the newspa- 
pers, in articles in magazines, over 
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the radio, and even in the movies 
as entertainment or news. If it 
is desirable to create a certain 
impression in the minds of the 
people it is carefully figured 
out, often by minute research, and 
then the best method selected in 
order to put over this impression 
in the widest and most convincing 
manner. Work such as this re- 
quires the keenest and most ana- 
lytical minds, backed up by ac- 
curate information and in addi- 
tion the literary gift of using 
words that will attract attention 
and be interesting and convine- 
ing. We find that even the gov- 
ernment of the United States ha: 
heen spending large sums of 
money for this kind of publicity. 
Representative J. Parnell Thomas 
of New Jersey expressed belief 
that the Administration was spend- 
ing $5,000,000 annually to main- 
tain “the largest staff of paid 
propagandists known to American 
government. He said that every 
alphabetical agency had a_pub- 
licity staff of from two to twelve 
persons. 

Ivy Lee has been given credit 
for making over the reputation 
of the late John D. Rockefeller. 
For years Rockefeller had the 
reputation of being a_ ruthless. 
heartless, hardboiled, selfish busi- 
ness man. Was this true? Ivy 
Lee studied him, and a research 
was made into just what people 
of all classes thought about him. 


Then Ivy Lee went to work and~ 


in various mediums and various 
ways over a long period of years 
developed by means of publicity 
an entirely different conception in 


the minds of the public regarding 
the “great philanthropist.” 

In crossing the ocean with Mr. 
Lee one summer, | discussed this 
phase of his work with him. He 
said that he had studied Rocke- 
feller carefully and had many in- 
terviews with him. He talked to 
his associates, his employees and 
his servants. And he was con- 
vinced that Mr. Rockefeller, in- 
stead of being the kind of man 
the public believed, was instead 
a very kindly, affectionate and 
gentle old man. Being convinced 
of this himself, Lee told me he 
went to work, very largely through 
the press, giving out stories about 
Mr. Rockefeller, his great bene- 
factions to doctors, to medicine. 
to hospitals, and his character as 
a kindly neighbor. Then, so | 
have been informed, Lee gave him 
the idea of passing out dimes. 
This, of course, was a very simple 
thing. Some people have laughed 
at it, but as a matter of fact, it 
was a kindly action, and no doubt 
hundreds of people in this country 
today are preserving dimes given 


to them by Mr. Rockefeller. 


By-Products 


Besides all this, public relations 
counselors in their investigations 
and researches find out some sur- 
prising things. They give this in- 
formation to their employers. In 
one case written up in the papers 
recently, Ivy Lee in some manner 
obtained an exact copy of certain 
paragraphs in a Presidential ad- 
dress some two weeks or more 

(Continued on page 92) 
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by Selling “Hang-over’ Odd Stocks 


G ET this new, sales-making display rack. Proved 
¥ practical and profitable by 775 dealers when they 
pre-tested. Specially designed to attractively display 
and get quick sales of “hang-over,” last-in-the-lot flash- 
lights and batteries. Moves old stock NOW! Turns 
frozen capital into quick profits, ready cash! 

Place this new sales winner in the middle of your 
present factory-packed displays. Fill it with those laid- 
aside odd-stock cases and cells. See it go to work 
moving out the “hang-overs.” 

All-metal, soft green enamel wire skeleton frame— 
gets attention without obstructing view of other mer- 
chandise. Moves oldest cells first. Has dual bulb and 
battery tester, including lamp. Takes only 7” x 12” 
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counter or window space. Easily shifted. Stands firmly. 
GET YOURS FREE! 

With either or both of these Winchester Sales Winner 
Rack Deals you will receive this valuable new rack 
free: No. 41-RK, consists of 22 Flashlights, packed in 
4 beautiful displays, and 2 cartons of 48 No. 1511 
Winchester Super Seal batteries. Retail value, $25.30. 
Your cost, $16.60. No. 38-RK consists of 18 Flash- 
lights, packed in 3 distinctive displays, and 2 cartons 
of 48 No. 1511 Winchester Super Seal batteries. Retail 
value $23.04. Your cost $14.98. 

Order No. 41-RK and No. 38-RK Sales Winner Rack 
Deals from your Jobber. Or write the factory direct. 
24-hour delivery. 


“ This Rack 


Get Yours 
NOW 
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FRANK D. KELLER, 
San Bernardino, Calif., a 
partner in the San Bernardino 
Hardware Co., in that city, 
entered the hardware business 
on Sept. 15, 1887. He is also 
a partner in two other hard- 
ware stores—Bear Valley 
Mercantile Co., Pine Knot, 
Calif., and Rialto Hardware 
Co., Rialto, Calif. He is the 
son of pioneers who traveled 
overland to California, by ox 
cart and settled on a ranch 
in 1850 in what is now part 
of San Bernardino. At the 
age of 17 he entered the em- 
ploy of the late George M. 
Cooley, working in that store 
until 1899 when he went with the hardware store of 
C. W. Mettler, just a block away on the same street. 
In 1903 he and the late A. B. Thomas formed a partner- 
ship and bought the Mettler business. The interest of 
Mr. Thomas was sold in 1914 to Mr. Keller’s present 
partner, J. F. McKinney, who is also a partner in the 
Rialto company. Mr. Keller’s chief hobby is the hard- 
ware business; his favorite recreation trout fishing. He 
is active in the local Chamber of Commerce, and was 
one of its founders. His fraternal affiliations include 
the Elks, Odd Fellows and the Native Sons of the Golden 
West: Mr. Keller’s son, Gerald V. Keller is associated 
with him in the San Bernardino Hardware Co. 





FRANK D. KELLER 
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THEODORE SCHRO- 
DER, salesman for Herman 
Kornahrens, Inc., New York 
City, wholesale distributors of 
housewares and woodenware, 
has been affiliated with hard- 
ware and allied industries for 
54 years, having entered busi- 
ness in 1884 as an employee 
of F. Wilkinson & Co., 282 
Washington St., at the age of 
13. At the Wilkinson com- 
pany he served in various ca- 
pacities in the office. On 
March 15, 1894, a day which 
he well remembers, Mr. 
Schroder joined the Kornah- 
rens company, serving in the 
office for two years. In 1896 
his career as a salesman in the metropolitan district be- 
gan, and since that time he has been actively soliciting 
business from retailers in that area. Deep sea fishing 
has long been Mr. Schroder’s favorite pastime. For many 
years he made it his practice to make a deep sea fish- 
ing trip at least once a week. In recent years he has 
continued to be a devotee of the rod and reel, although he 
now confines his angling expeditions to occasional trips 
in the summer months. 


THEODORE SCHRODER 


MAC D. ALDRICH, 
salesman for Thompson- 
Hoague Co., Concord, N. H., 
hardware dealers, entered the 
retail hardware business in 
1881 and has been with that 
firm and its predecessors 
since 1884. His first three 
years as a hardwareman were 
spent in the store of James 
Moore & Sons which discon- 
tinued business in 1884. 
When he joined the organiza- 
tion with which he is now 
affiliated the firm was known 
as Thompson & Bethune. 
His associates honored him 
on his golden anniversary with 
the Thompson - Hoague store 
on June 1, 1934, by presenting him with a handsome wrist 
watch. He is a charter member of the Concord Lodge of 
Elks, No. 1210, and has served his lodge as a trustee. His 
favorite leisure time activity is fly-fishing. In his fifty- 
six years as a hardwareman he has seen many changes 
in hardware stores and hardware merchandising methods 
and has witnessed many changes in Concord. He liked 
the hardware trade as a boy of 18 and still thinks it is the 
only business for him. 





MAC D. ALDRICH 
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FWREE rAST yORKERS. is a little sales set-up that packs a big 


wallop... because it takes up little counter room and makes that little pay big! It holds 
just three cans of Double X which you keep filling in from shelf stock. And it ties right in 
with the seven-word, tell-tale message Double X has been drilling into the ears of Mr. 


and Mrs. America for years and years: MAKES VARNISH VANISH, MAKES OLD FLOORS NEW. 


It is only good sales-sense to keep this nationally advertised item “front and center’ so 


people will see, will buy, will try. Done in full color to sing out and sell... yours for the asking! 
Schalk Chemical Company, 35] E. 2nd St., Los Angeles. D O U 6 LE X 
Eastern Branch: 3930 S. Winchester Ave., Chicago. 
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A session during the Marshall-Wells 1938 Associate 


Marshall-Wells Associate 
of Increasing Sales 








7 YMPHASIS on the importance 
E of hardware dealers selling 
more major appliances and 
other items of substantial unit price 
dominated the deliberations of the 
1938 Marshall-Wells Associate Con- 
gress. Held at Duluth, Minn., Jan. 
31 to Feb. 4, 1938, and sponsored by 
the Marshall-Wells Co., these ses- 
sions were well attended. Sales 
manager, George S. McQuade acted 
as chairman of the Congress which 
was opened and closed with perti- 
nent addresses by Seth Marshall, 
president of the company. About 
300 dealers registered. 


€ ¢ 


In his keynote address, Mr. Mar- 
shall reported a profitable year for 
both the company and their Asso- 
ciate dealers, despite dissappoint- 
ments of the last quarter of 1937. 
He found business in farm areas 
in better shape than in the cities 
and industrial centers. He deplored 
the government’s keener interest in 
reform than in recovery and said 
conditions called for better tax reg- 
ulations and laws that encouraged 
business expansion and _ re-employ- 
ment or we would face inflation on 
a grand scale. Declaring that the 
Associate Plan was ‘no longer an ex- 


res 
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periment but a proven success, Mr. 
Marshall made it quite clear that 
even greater support and coopera- 
tion from participating dealers 
would be required in the future de- 
velopment of this plan. 

Mr. McQuade said the three fun- 
damentals of building a profitable 
hardware business are—contact with 
the consumer at his home; contact 
with the consumer through attrac- 
tive window displays and the proper 
interior store displays—so that at 
all three points there is a continuity 
of display and selling ideas. The 
advertising in the windows and to 
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Members of the Marshall-Wells Associate Plan Advisory and Planning Boards meeting with executives of the com- 


pany. Left to right, seated: Herb Adams, Cavalier, Mont.; 


Gil Johnson, Williston, N. D.; Seth Marshall, president, 


Marshall-Wells Co., Duluth, Minn.; Einar Olson, Wisconsin Rapids, Wis.; Kenneth Weeks, Spooner, Minn.; Ben Quirt, 


Ironwood, Mich. 


Standing: Ivar Brujord, Fairview, Mont.; York Langton, Marshall-Wells Co.; Harry Meyer, Shawano, Wis.; A. C. 
Phelps, Fred Tinseth, Marshall-Wells Co.; Rube Lendved, Clintonville, Wis.; Charles Pillsbury, Devils Lake, N. D.: 
Gus Hillerud, Sauk Center, Minn.; Bob Fesenmaier, New Ulm, Minn.; Haaken Larsen, Moorhead, Minn.; Art Strom, 


Glasgow, Mont., and George S. McQuade, sales manager, Marshall-Wells Co. 
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Congress at Duluth, Minn., Jan. 31 to Feb. 3, 1938 


Congress Emphasizes Need 
of Major Appliances 








the home will encourage store traffic 
and then it is up to the dealer, aided 
by his interior displays, to do the 
right kind of a selling job, he said. 
The speaker stressed the high value 
of windows for retail stores, citing 
common chain store practice to 
charge 65 per cent of the rental to 
display winddws and to make the 
use of this valuable display justify 
the assessment. Mr. McQuade also 
said that chain store display men 
do their store arrangement and win- 
dow trimming after hours because 
they don’t want to lose any valuable 
selling hours or opportunities. He 
urged hardware dealers to consider 
the same plan. 

Plans for 1938 associate advertis- 
ing were outlined by A. C. Phelps, 
of the Associate Division. These 
plans he said were premised on best 
and tested methods of increasing 
hardware store traffic. He was fol- 
lowed by D. W. Prideaux, General 
Electric Co., who dramatized a talk 
on the use of color, light and mo- 
tion in displays demonstrating new 
and improved store, window and fa- 
cade lighting with the use of a minia- 
ture store dummy. He said light 
stopped 20 per cent of people on 
the street and that eye-appeal ac- 
counted for 87 per cent of buying 
interest. 

W. C. Coleman, president, Cole- 
man Lamp & Stove Co., Witchita, 
Kans., gave a very humanized ac- 
count of his own successful career 
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in “selling light” and of his forma- 
tion of the Coleman company and 
its progress. He characterized suc- 
cessful selling as knowing values 
and understanding human needs and 
desires and said the prospect book 
was more important than the want 
book. He stressed the usefulness of 
sales demonstrations and said it was 
not sufficient to satisfy desires but 
more important to create desires, 
and that in all selling it was basic 
that the purpose and not the equip- 
ment be sold. 

Each day of the congress there 
were group meetings held in special 
display rooms. Ira Watson handled 
the housewares group and Art John- 
son took the tool session. Frank 
Brooks explained the sporting goods 
lines and Harold Granquist did the 
same in the cutlery lines. George 
Ayre handled the oil and grease de- 
partment and Roy Sorenson took 
care of the auto accessories. The 
builders’ hardware’ session was 
under the direction of William But- 
cher and a talk on credit and finan- 
cial problems was given by Harvey 
Sedgwick. Each of these men is 
department manager for the lines 
mentioned. The paint session was 
handled by Walter Clark, sales man- 
ager, Western Paint & Varnish Co., 
Duluth, Minn., Jess Hart, manager, 
paint department, and A. C. Adams. 
The major appliance demonstra- 
tions included sales talks by Mel 
Twiss, Zenith Washer Co., Russell 


Lippith, Gordon Volkenank, Miss 
Wanda Munkeby, Miss Myrtle Greg- 
erson, York Langton, C. M. Dunn, 
Estate Stove Co., Glenn Goddard, 
Coleman Lamp & Stove Co., and 
Mr. Stokke, Tappan Stove Co. The 
two young ladies mentioned took 
part ina selling skit to show the right 
and wrong ways to sell electric re- 
frigerators. 

Ralph W. Carney, vice-president 
and general sales manager, Coleman 
Lamp & Stove Co., in his usual dra- 
matic style gave an inspiring and 
instructive talk on the increasing 
importance of better training for the 
retail store clerks, without whose 
understanding and support, he said, 
all advertising and selling ideas 
were wasted. 

A brief talk on fair trade legisla- 
tion was given by Charles J. Heale, 
editor, HarpwareE AGE, who outlined 
the intentions and hopes incident to 
state resale price maintenance laws, 
the Robinson-Patman Law and the 
Tydings-Miller Law. He said such 
legislation presented reasonable re- 
quirements that did not seek special 
privileges for independents but in- 
stead took from others unfair and 
undeserved advantages enjoyed in 
the past. 

All lunches were served in the 
Marshall- Wells lunchroom. The 
evening dinners were served at local 
hotels with the annual banquet Wed- 
nesday night at the Hotel Duluth. 
Mr. and Mrs. Bill Johnson of the 
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Speakers at Marshall-Wells Associate Congress: Ralph W. Carney, Cole- 
man Lamp & Stove Co.; Geo. S. McQuade, sales manager, Marshall- 
Wells Co.; G. M. Tilford, Coleman Lamp & Stove Co.; Seth Marshall, 
president, Marshall-Wells Co.; W. C. Coleman, president, Coleman Lamp 
& Stove Co., and Chas. J. Heale, editor, Hardware Age. 


Peters Cartridge Co., put on a trick 
shooting demonstration following 
the Tuesday night dinner. 

York Langton gave an informative 
talk on store identification, the use 
of store front signs and other iden- 
tifying factors. Later, Mr. Langton 
assisted by Art Myre and Max 
Smith of the display department 
held a merchandise clinic. 

Practically all of the sixth floor 
was devoted to special exhibits and 


the entire wall space in the auditori- 
um was given over to major appli- 
ance displays. In between sessions 
and each morning prior to the open- 
ing of the first daily session, the time 
was spent visiting the displays to 
learn about new and improved mer- 
chandise and ideas for displaying 
and selling them. More than 100 
manufacturers’ salesmen were in at- 
tendance to assist the house and 
field selling forces of the company. 


Hardware Catalogs Are 
Poorly Indexed 


Should Follow Hardware Age Directory, 
Writes Kansas Hardware Merchant 


Editor, HARDWARE AGE:— 

I was interested in reading on 
Page 70 of the December 16th, 1937 
issue of HARrpwARE AGE what was 
set forth as to what improvements 
could be made in compiling a hard- 
ware catalog. 

[ think one very important thing 
has been overlooked and that is the 
index. It may be that I am inter- 
ested more in this than the dealer 
ordinarily because I am constantly 
using the catalog. This is for the 
reason that the wholesale hardware 
house from whom I buy principally 
has had no traveling salesmen in 
this territory for five years or more, 
which makes it necessary to order 
everything from them by mail. Most 
of the time an order goes out every- 
day and sometimes twice a day— 
forenoon and afternoon. 

I have agitated the matter of the 
index for the catalog a long time, 
but instead of improving it the ar- 
rangement has become worse. For 
one thing it is entirely too long. The 
index in the catalog I use the most 


62 


is so cumbersome that you have to 
turn many pages before you can lo- 
cate the item you want to find. Most 
of the time when I want to find 
something I thumb the pages rather 
than tackle the index and when I 
am tempted to use the index it near- 
ly always makes me feel like—well, 
never mind, never mind. 

I have made a sort of an index 
myself for many things shown in the 
catalog so I can turn to same quickly 
in arranging it alphabetically. I 
list the goods under the “noun” only 
and then sub-divide that under the 
different modifying or defining 
words instead of indexing it under 
both and in so many places. This 
might be quite the thing in Mont- 
gomery Ward’s catalog but this long 
drawn out arrangement has no place 
in a hardware catalog used by 
hardware men. I am not saying that 
no catalog has a good index. I have 
one before me at the moment issued 
by a farm implement and tractor 
manufacturer that is ideally ar- 
ranged. I have written those who 


The week-end prior to the con- 
vention, all salesmen of Marshall- 
Wells met for their annual sales 
meeting presided over by Sales 
Manager McQuade. The week fol- 
lowing the congress a clerks’ school 
was held with much of the same 
program so that clerks in Associate 
Stores could have the advantage of 
the ideas offered to the dealers. 

The convention was brought to a 
close with a dinner dance in the ball- 
room of the Hotel Duluth. Speeches 
were limited to a short address by 
Seth Marshall, who reiterated parts 
of his welcoming address and point- 
ed out that through the close coop- 
eration existing between the com- 
pany and their dealers, 1937 had 
been a successful year for them both. 
With the many improved products, 
such as electric refrigerators, wash- 
ers, stoves, etc., this year should be 
just as good as last. Mr. Marshall 
also said that the profits made by 
the Marshall-Wells dealers in 1937 
were, on the average, 50 per cent 
greater than the average as reported 
by the National Retail Hardware 
Association’s check of 1000 dealers. 


issue our catalog about this but they 
have not even asked to see it. It 
does seem that they would try to 
make an improvement in their in- 
dex. 
Puitip BEHREND, 
Hardware Merchant, 
Herington, Kan. 


P.S. In indexing the contents of a 
catalog there might be exceptions to 
the rule of arranging alphabetically 
the nouns instead of the adjective. 
Your own index for your HARDWARE 
Ace Directory Number covers what 
I mean exactly. For instance if one 
desired to look in the index for a 
“guard” for an electric lamp he 
might not just recall what the cor- 
rect catalog name for this could be. 
Exceptions could be made in cases 
like this and list-them under “E” 
Electric Lamp Guards. 

There have to be exceptions to 
most any rule. The index in your 
HarpwareE Ace Directory Number 
is a good index and it requires no 
explanations. However, in an index 
for a simplified hardware catalog it 
might be all right to have a few car- 
toons or explanations to guide one 
until they become accustomed to the 
simplified or shortened form. I 
think those who compile hardware 
catalogs could very well pattern 
after the index you have in your 
Harpware AcE Directory Number. 
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Frigidaire’s National Advertising Starts 
February 15th in these publications: 


The Saturday Evening Post _Collier’s Better Homes & Gardens 
Ladies’ Home Journal Liberty Holland’s 

Woman’s Home Companion Life Household 

Good Housekeeping McCall’s Woman’s World 
American Magazine True Story Graduate Group 
American Home Cosmopolitan Electricity on the Farm 


Plus hundreds of the country’s leading newspapers . . . 


thousands of colorful billboards 
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PASHA Opposes Sales Tax and 
Firearms Licensing Law 





E. HULINGS ANTRIM 
New President 


HE Pennsylvania and Atlantic 

Seaboard Hardware Associa- 

tion has just closed so success- 
ful a year, said President James T. 
McCullough, Kittanning, Pa., in his 
annual message to the convention, 
which met in Philadelphia February 
1 to 4, that it will be able to render 
much greater service to its members. 
He announced a program of in- 
creased activity and a wider variety 
of services. 

Membership has gained, he said, 
and the 1938 Hardware and House- 
ware Show was being held with 
every foot of exhibit space sold long 
in advance. This annual show occu- 
pied the auditorium of the Munici- 
pal Convention Hall in Philadelphia, 
under the direction of Secretary W. 
Glenn Pearce, while the convention 
sessions were in the adjoining ball- 
room. 

The Pennsylvania and Atlantic 
Association had not convened in 
Philadelphia for five years past and 
was brought back this time through 
the combined efforts of the Retail 
Hardware Association of Philadel- 
phia, its local unit, and the manu- 
facturers and distributors in that 
area. There were 50 Philadelphia 
manufacturers of hardware and 
houseware products exhibiting in 
the show and 150 exhibitors in all. 

Reviewing the accomplishments of 
the association during the past year, 
Mr. McCullough said that over 50,- 
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JAMES T. McCULLOUGH 
Retiring President 


000 pieces of mail matter had been 
sent out. The insurance service to 
members has been of great value to 
them. The association has watched 
legislation closely and joined with 
other bodies in opposing Pennsyl- 
vania’s new 44-hour labor law. It 
lent its efforts in endorsement of the 
Robinson-Patman Bill and the Tyd- 
ings-Miller Fair Trade Act. 

“In the rapid change of merchan- 
dising,” said Mr. McCullough, “it 
becomes increasingly necessary that 
there may be harmony among busi- 
ness men, so that concerted action 
will enable them to oppose encroach- 
ments, unfair trade practices and 
inequitable legislation.” 

Immediate slashes in overhead 
costs must be made by srmall busi- 
ness men to escape ruinous Federal 
taxes, M. D. Bachrach, Pittsburgh 
tax expert, told the convention at 
Tuesday morning’s session. “It 
would be foolish, from present Gov- 
ernment forecasts of revenue and 
expenditures, for business to con- 
tinue its 1937 budgets,” he said. 
“Overhead must be reduced to with- 
in 25 per cent of sales. If the last 
depression taught us anything, it 
showed that business must not wait 
until the end of the year before it 
decides not to operate at a loss or 
on too low a profit.” 

He predicted that the revision of 
the Federal Revenue Act, now under 
consideration in Congress, would 


W. GLENN PEARCE 


Secretary 


place a terrific burden on small 
business. He said the present nor- 
mal tax on a profit of $5,000 is 
$390, but would jump to $625 under 
the new proposal. 

Mr. Bachrach also condemned 
the sales tax (which was imposed as 
a temporary local levy in Philadel- 
phia the week following the P.A.S. 
H.A., convention), saying: “The 
danger of all emergency taxes is 
that the emergencies pass and the 
tax goes on.” 

The speaker, in making an an- 
alysis of the retail hardware business 
throughout the country, estimated 
the average hardware retailer did a 
volume of business in 1936 (the 
latest estimate available) of $23,000 
for which he sold $16,450 worth of 
merchandise. His gross profit was 
$6,850, a percentage of 29.4. He 
drew a salary for himself of $2,100, 
paid his employes $1,500 and rent 
$700. His normal expectancy is a 
gross profit of 331/3 per cent. Mr. 
Bachrach blamed the shrinkage on 
the indirect taxes now being im- 
posed. 

As to the heaviest drain in taxes, 
Mr. Bachrach said: “It is costing us 
more to take care of people who re- 
quire taking care of than it requires 
to run the Government, including 
the payment of our indebtedness 
from war.” 

The Fair Trade law is working, 

(Continued on page 89) 
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BALL BEARING 
HANGER—A typical 
example of R-W’s 
great line of hangers 
—the finest, without 
doubt, in all the world. 
































LOCK JOINT TROLLEY | 
TRACK —The most effi- 
cient trolley track ever || 
developed. Acclaimedas | 
outstanding by engineers 
and architects. 


Patented Feb. 10, 1931 





OR many years, Richards-Wilcox mentso much better. A typical exclusive 

of Aurora, Illinois, has enjoyed the R-W feature, for instance, is the Lock 
reputation of possessing the world’s Joint—admittedly the outstanding de- 
greatest—and largest—line of Hangers velopment in trolley tracks. 
and Trelley Tracks. R-W holds many For your own satisfaction, see what 
basic patents on both Hangers and _R-W has to offer in Tracks and Hangers 
Tracks. Thus, no others possess the pat- before you buy. You'll be readily im- 
ented features which make R-W equip- pressed with R-W superior features. 


GARAGE DOOR HARDWARE 


Slidetite equipped doors slide and fold back against the 
walls . . . inside where they belong. 





Slidetite doors cannot be blocked by snow and ice. They 
always open easily, stay ‘‘put,’’ and close readily ... weather- 
tight. Practical for doorways with two to ten doors. Provide 
clear opening up to 30 feet. 


Richards-Wilcox Mfg. Co. BQ 


“A HANGER FOR ANY DOOR THAT SLIDES” 
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Better Merchandising Keynote 
of Oklahoma Convention 





Taken at the convention, front row, left to right: Veach Redd, vice-president, N.R.H.A.; 
C. R. Duff, Lawton, second vice-president; C. E. Weber, Tahlequah, director; L. C. Clark, 
Tulsa, and Charles F. Nelson, Oklahoma City, secretary-treasurer. Rear row: F. R. Murphy. 
Foss, first vice-president; H. C. Dobyns, Stigler. new president, and E. P. Hall, Durant, director. 


EMBERS of the Oklahoma 

Hardware and Implement 

Association filled the Little 
Theater, Municipal Auditorium, in 
Oklahoma City, Tuesday morning, 
February 1, for the opening session 
of their 1938 convention. They were 
welcomed by Val Adams, chairman 
of Wholesalers and Manufacturers 
Division of the Oklahoma City 
Chamber of Commerce. 

L. C. Clark of the Clark-Darland 
Hardware Co., Tulsa, president of 
the association, outlined the desired 
objectives of the members: To make 
each community hardware con- 
scious; to attract customers to the 
stores; to overcome the handicaps 
set up by chain stores and catalog 
firms; to see that the profits are not 
consumed by exorbitant taxes, and 
to make Hardware Week, May 9-14, 
1938, a success. 

Tom Roach, retail druggist of Ok- 
lahoma City, then spoke on “Okla- 
homa’s Fair Trade Law in Action.” 
He urged merchants to be more ac- 
tive in using the law, saying, “When 
a contract is set up and_ signed 
by one man, that contract price be- 
comes effective throughout the state 
and in every store selling that ar- 
ticle.” He cautioned the retailers to 
handle the law so tactfully that the 
public would not clamor for its re- 
peal. California, after five years’ ex- 
perience with their law, has proved 
that it actually tends to lower prices 
as well as guarantee better merchan- 
dise. “Frankly explain to your cus- 
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tomers how it will work out in the 
end,” he advised. 

R. R. Walker, sales manager, 
Tractor Division, Allis - Chalmers 
Manufacturing Co., Milwaukee. 
speaking on “What’s Ahead in the 
Farm Equipment Business,” pre- 
sented a carefully worked out graph 
classifying the farms of different 
acreage in Oklahoma showing the 
number of tractors they now use... 
Here is a field of 82.7 per cent of 
the farms yet to be supplied. And 
small tractors are being built today 
that will operate on farms of fewer 
than 100 acres. These small farmers 
cannot only afford to buy them, but 
they cannot afford to try to compete 
with the larger farmers without 
them. The hardware dealer who can 
service this product, as well as sell 
it, has a distinct advantage over his 
chain and catalog store competitors. 

Veach Redd, Cynthiana, Ky., vice- 
president, National Retail Hardware 
Association, spoke at all sessions. 
First, he outlined the plans for Na- 
tional Hardware Week, and _re- 
minded the members how the Na- 
tional Association aids them in 
meeting competition, establishing 
right relations with their employers, 
and in making their communities 
hardware conscious. 

On Wednesday morning, Mr. Redd 
emphasized the need of advertising, 
and begged the independent mer- 
chants to imitate the showmanship 
of the chain stores, to inject the 
emotional element in their advertise- 


ments, and to get their editors to 
give them news stories on the front 
pages of their morning papers. 

On Thursday, Mr. Redd described 
the “Wild Oats” in hardware retail- 
ing. He would have them weeded 
out by the following devices: Re- 
model the stores so that women will 
delight to shop in them; make the 
windows attractive; have related 
stocks logically arranged; meet com- 
petitors’ prices; advertise ; capitalize 
on all seasonal occasions; don’t 
overstock, understock, or have un- 
necessary duplications; shop at the 
eastern markets twice a year; culti- 
vate the acquaintance of your com- 
petitors and know what they are 
doing; do good bookkeeping,—and 
advertise. 

At the close of the Tuesday morn- 
ing session, certificates of 25-Year 
Club membership were presented to 
35 hardware dealers. 

Dr. George W. Allison, New York 
City, Electrical Refrigeration Bu- 
reau, spoke Wednesday morning on 
“The Kitchen Goes Modern.” 
Streamlining the kitchen is the hard- 
ware merchants’ great opportunity 
today. The average woman walks 
seven miles a day doing her kitchen 
work and uses two-thirds of her 
waking hours doing it. He advised 
all retailers to have a kitchen en- 
semble which will demonstrate the 
correct relative positions of all 
kitchen equipment. Such a kitchen 
can be installed for $475.00 and up. 

(Continued on page 96) 
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STOP --LOOK 
before you BWW 


ATER Inventory is the time to 
look sharp in regard to future buying. 






















New lines of outstanding quality 
and sales appeal demand your earnest 
consideration. 


Jobbers, dealers and consumers 
alike are enthusiastic about the original 
design and wonderful attractiveness of 
Holland Cellophane Window boxes for 
Sterilized Tacks, Nails, Rivets, Staples. 

The colors are rich blue and 
bright yellow and they are packed in 
one dozen display cartons of the same 
attractive colors. 


Try one order of the most popular 
numbers - - you cant lose--and we are 
confident you will acclaim them, as 
others have done, to be the best that 
money can buy. 


THE HOLLAND MFG. CO. 


BALTIMORE, MD., U. S. A. 
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L. A. STRAFFON 
New President 


EMBERS and guests attend- 
M. ing the 44th annual conven- 
tion of the Michigan Retail 
Hardware Association, Feb. 8-11, in- 
clusive, 1938, held in Detroit, Mich., 
discussed employee-employer rela- 
tionships, better merchandising, leg- 
islation affecting business and Na- 
tional Hardware Week. Meetings 
were held at the Hotel Statler, and 
the exhibits were at Convention 
Hall. The president’s luncheon in 
honor of past-presidents was held 
Tuesday noon. W. C. Judson, Big 
Rapids, introduced past presidents 
at the luncheon after which Joseph 
L. Louisignau, Cheboygan, president, 
reviewed activities of the past year. 
William J. Cameron, Ford Motor 
Co., Dearborn, commentator on the 
Ford Sunday evening broadcasts, 
discussed the effect of legislation on 
business conditions. Mr. Cameron 
said that business could no longer 
be defined clearly as it has become 
too involved with politics. The little 
man is beginning to see now that 
there are too many government offi- 
cials who assume that they know all 





J. J. LOUISIGNAU 
Retiring President 


Ae Michigan Convention 
Analyzes the Future 


Taxes are becom- 


about business. 
ing burdensome not because busi- 
ness is unwilling to pay them but 
because production can not bear the 
increased burden. Taxes are rapid- 
ly drying up sources of government 


revenue. Looking optimistically 
into the future, he said that there is 
less mistrust abroad. Business al- 
though receding after each climb is 
always coming back again but to a 
higher level. 

Speaking on employer-employee 
relationships, M. A. Clark, Detroit 
manager, industrial relations, U. S. 
Rubber Products, Inc., said that in- 
dustry is misunderstood. Too much 
newspaper publicity about officials 
salaries turns the spotlight in the 
wrong direction. He urged that em- 
ployees be induced to become ac- 
tively interested in their jobs. Dis- 
cussions of mutual problems by em- 
ployers and employees pave the way 
to cordial relations. The Golden 
Rule is still the best guiding prin- 
ciple. 

Dealers were advised that the 
kitchen is going modern and now is 
the time to jump on the band wagon. 
E. C. Sorby, Geo. D. Roper Corp., 
Rockford, Ill. told of the millions of 
dollars being put into advertising the 
modern kitchen idea, all of which 
the dealer can utilize to his advan- 
tage at no cost to himself. Mr. Sor- 
by urged that dealers set aside 
space in their stores for complete 
modern kitchens not merely to dis- 
play the kitchen but to demonstrate 
the appliances. He said sales op- 
portunities are unlimited in selling 
the modern kitchen idea. Paint, 
cabinet hardware, builders’ hard- 
ware, kitchen utensils and numer- 
ous other items enter the picture 
once a woman has been sold the 
modern kitchen idea. 

Dealers should not dwell too much 
upon the technical details of a range 
or refrigerator. Women should be 
shown what they can do with mod- 
ern appliances and how much better 





they can do it. Each presentation 
should be actionized. 

National Hardware Week, May 
9-14, was outlined by Rivers Peter- 
son, editor, Hardware Retailer, who 
said that its objective was to make 
consumers more hardware store con- 
scious. 

Fred J. Gartner, Michigan state 
representative and hardware dealer 
of Wyandotte, discussed the Michi- 
gan Fair Trade law, explaining its 
objective and its operation. He 
viewed it as a constitutional weapon 
which dealers can use to put them- 
selves on an equal competitive price 
level with larger stores. He urged 
dealers to cooperate with those man- 
ufacturers who have already filed 
under the law as the force of public 
dealer opinion will bring other man- 
ufacturers into the field. The law 
will, he said, eliminate the evils of 
direct selling by manufacturers, 
wholesalers, and purchasing agents 
in competition with dealers. 

At a special meeting for retail 
salesmen, Wednesday evening at Con- 
vention Hall, Rivers Peterson told 
“How to Influence People.” He 
stated that the more a salesman in- 
fluences people the greater his op- 

(Continued from page 84) 
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“BLAKE & LAMB 
ARE WINNERS” 


You Be The Judge In 1938! 


Rule out exaggerated claims, irrelevant facts! 
Consider price, quality and Sustained Policy 
which during 1937 made Blake & Lamb fastest 
selling Steel Trap of America. Made in all 
sizes of Long and Under Spring patterns. Send 
for 1938 catalog, prices, samples, NOW! 
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Jury of Jobbers: High pressure 
salesmanship unnecessary when 
distributing Blake & Lamb--- 
A better trap at a lower price! 


Jury of Dealers: We want 
Blake & Lamb---the steel trap 
with which we can meet and 
beat any form of competition! 


Jury of Trappers: We want 
more and more Blake & Lamb--- 
the brand which has proved on 
the trap line its claim of more 
durability, better efficiency! 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 








New York Convention Studies 
Selling and Taxation 





ARTHUR E. McEVOY 
New President 


EALERS from all parts of the 
D Empire State attended the 
36th annual convention and 
exhibition of the New York State 
Retail Hardware Association held 
Feb. 8-10, inclusive, at the Hotel 
Statler, Buffalo, N. Y. Members 
and guests discussed a variety of 
vital topics, including: employee- 
employer relationships, taxation, 
laws affecting business, kitchen 
modernization, National Hardware 
Week, credits and instalment sales. 
Following the President’s break- 
fast, Tuesday morning Albert D. 
Martin, Rochester, president, urged 
dealers to consider their experiences 
of the past as a guide for future ac- 
tivities. It is a dealer’s business to 
successfully sell to provide for him- 
self and his family and it is the ob- 
ligation of businessmen to protect 
the American system of profits in re- 
tailing. Government, business and 
labor must realize, he said, that if 
the nation wants progress all must 
work together. “We must face the 
future knowing there will be no 
slackening of competition,” he de- 
clared. There is, said President 
Martin, no substitute for the dealer’s 
effort—he must offer merchandise 
the customer wants with values such 
as those offered by our competition. 
J. W. Smith, Adam, Meldrum & 
Anderson Co., Buffalo, department 
store, outlined the methods his or- 
ganization uses to make its em- 
ployees happy in their jobs so that 
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ALBERT D. MARTIN 
Retiring President 


they are walking advertisements for 
the store, whether on the job or with 
friends during leisure moments. He 
urged dealers to make their sales- 
men so happy in their work that 
they will not seek union assistance. 

Speaking on “Taxation and Gov- 
ernmental Trends,” Fred M. Dubel- 
beiss, Rochester, said that taxes we 
see include: real estate, personal, 
state and Federal income taxes, So- 
cial Security taxes and auto taxes 
but that 67 per cent of our Federal 
taxes are concealed taxes which are 
paid largely by those in the lower 
income brackets. When the govern- 
ment has embarked on a period of 
free spending it is not easy to re- 
trench. He declared that the infla- 





JOHN B. FOLEY 
Secretary 





T J. JOHNSTON 
First Vice-President 


tion potential in the coming year 
will grow necessitating deficit spend- 
ing; that the new Federal housing 
program should be of benefit to the 
hardware trade and that pelitical 
forces are heading us toward na- 
tionalization of various enterprises. 

Families of today, looking for new 
homes, look first at the kitchen to 
see whether or not it is of modern 
layout, said Merrill E. Skinner, vice- 
president, Niagara Hudson Power 
Corp., Buffalo. The modern kitchen 
is planned to minimize the footsteps 
necessary in the preparation of 
meals and has three working centers 
—the storage center, preparation 
and cooking center and cleaning 
center. He said that the modern 
kitchen should be well lighted and 
equipped. with latest kitchen ap- 
pliances and tools. 

Business men must look ahead, set 
objectives and make plans to make 
those objectives possible, said Her- 
bert P. Sheets, Indianapolis, Ind., 
managing director, N.R.H.A., in out- 
lining the association’s plans. He 
placed particular emphasis on Na- 
tional Hardware Week, May 9-14, to 
make the consumer more hardware 
store conscious. 

John B. Foley, Syracuse, secretary 
of the association, said that plans 
for National Hardware Week are 
meeting with cordial response from 
dealers. He said 11 wholesalers in 
New York state had already in- 

(Continued on page 79) 
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BOOST \\ AL RS of UNION HARDWARE SKATES 
with this RADIO TIE-IN! 
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Thousands of All-American Boys and Girls—every one an ardent listener to Radio Orphan Annie’s 
program—are going to be brought directly in contact with UNION HARDWARE Roller Skates 
during the week of March 11-18. On each of six days—March 11, 14, 15, 16, 17, and 18— 
UNION HARDWARE Roller Skates will receive prominent mention over Radio Orphan Annie’s 
program, sponsored by the makers of Ovaltine and broadcast over nineteen stations of the Red 
Network of the National Broadcasting Company. 


What does this mean to you? Just this: Boys and girls in all sections of the country—every 
one a potential purchaser of UNION HARDWARE Roller Skates—are going to become roller- 
skate conscious. Thousands of them are going to ask for UNION HARDWARE skates—“the 
kind Radio Orphan Annie mentioned in her broadcast.” So prepare now for a busy roller 
skate season. See that you have on hand com- 
plete stocks of popular priced UNION HARD- 
WARE Roller Skates—the kind that guarantees 
satisfaction. Get in touch with your jobber. 
He can supply you. 


FEATURES 


@ All parts made from the finest cold rolled steel 


@ Trucks oscillate with the best rubber cushions 
—enable skaters to turn in a three-foot circle 


@ Smooth running double-ball bearing wheels in- 
sure speedy, easy operation 


@Straps are of good serviceable leather. High- 
back heel guards 


@ Formed steel loops protect straps—prevent their 
being cut or pulled out 


@ Extension feature makes one skate answer for 
practically all purposes—eliminates necessity of 
stocking many sizes 







Send for the latest UNION 
catalog. It describes the 
complete line. 








Each pair individually packaged 


ERE EPA SL 
HARDWARE COMPANY 


REC.U.S.PAT. OFF. ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 








Intermountain Dealers Study 
National Business Activities 





SAM LUND 
Retiring President 


VER 200 dealers of the Inter- 
O mountain Assn. met in annual 
session at Hotel Boise, Boise, 
Idaho, January 25, 26, and 27. Dele- 
gates attended from eastern Oregon, 
southern Idaho, northern Nevada, 
western Wyoming, and Utah. Hard- 
ware, implements, saddlery, paint, 
and electrical appliances were rep- 
resented. The association went on 
record as favoring the recently passed 
Tydings-Miller fair trade bill. 

The session opened Tuesday morn- 
ing with president Sam Lund, Weiser, 
Idaho, presiding. The assemblage 
was welcomed by J. L. Edlefsen, 
mayor of Boise, and the introduction 
of dealers and manufacturers, job- 
bers and salesmen followed. The 
president, Sam Lund, spoke briefly 
on the object and purposes of the 
meeting. Appointment and meeting 
of joint committees concluded the 
morning session. 

Don S. Whitehead, Boise druggist, 
gave a talk Tuesday afternoon on 
“The Consumer Protected Under 
Fair Trade Laws.” Mr. Whitehead 
discussed national and state legisla- 
tion on fair trade practices and point- 
ed out advantages both to the con- 
sumer and the dealer under the sys- 
tem. that provides uniform scales 
without fostering monopoly. 

George Donart, attorney from 
Weiser, Idaho, state senator and au- 


thor of the Idaho Fair Trade bill, 
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E. BELL 
Secretary-Treasurer 


explained some of its provisions and 
said there must be cooperation be- 
tween business and legislation. 

Report of E. Bell, the secretary, 
and of district departments concluded 
the first day session. 

H. C. Baldridge, Baldridge Imple- 
ment Company, Parma, Idaho, pre- 
sided at the Wednesday morning 
session at which Wade Newbegin, 
president R. N. Wade & Company, 
Portland, Ore., declared that Amer- 
ican agriculture is going streamlined 
with the result that a, given amount 
of investment will produce much 
more from a farm. “Streamlined 
agriculture means that the farmer 
will apply methods long used by 
manufacturers.” Machinery will be 
geared higher, powered by faster 
tractors, and he predicted the signs 
of the times point to greater imple- 
ment sales in 1938. 

Harry A. Elcock, district agricul- 
turist for Idaho and the Amalgamated 
Sugar Company, Ogden, Utah, said. 
“T see a huge market for implement 
sales in the mechanization of Idaho’s 
beet sugar industry which I predict 
will net state growers five to six mil- 
lion dollars this year.” 

Carl H. Butler, Butler Hardware, 
Caldwell, Idaho, presided at the 
meeting devoted to hardware and 
electrical appliance dealers’ prob- 
lems. 

W. E. Gnadt, sales manager, the 


Salt Lake Hardware Company, Salt 
Lake City, Utah, took as his topic 
“Silk Stocking Methods in the Hard- 
ware Store.” Mr. Gnadt said, “There 
is a very definite relationship between 
silk stockings and the hardware 
store. Use silk stocking methods to 
get the silk stocking trade.” 

Attractive displays attract women 
as fly paper attracts the inquisitive 
fly, as evidenced by Mr. Gnadt’s state- 
ment regarding a survey of sales 
from a recent display in which 90.9 
bought just because they saw the ar- 
ticle on display. Only 4.3 per cent 
bought because they saw a good price 
or article. 

Another topic of interest to women 
was the talk on “The Kitchen Goes 
Modern,” given by W. O. Smith, dis- 
trict sales manager for the General 
Electric Supply Corporation of Salt 
Lake City, Utah. Mr. Smith dis- 
cussed improvements in equipment 
for the kitchen, and the dispelling of 
household drudgery by the modern 
genii electricity. Charles L. Wheeler, 
president, the Salt Lake Hardware 
Company, talked on the benefits of 
National Hardware Week. 

On Thursday morning R. N. Wells, 
Intermountain Implement Company, 
Pocatello, Idaho, gave a brief talk on 
“Signs of the Times” as envisioned by 
the man in business. 

H. C. Baldridge, Baldridge Imple- 
ment Company, Parma, and former 
governor of Idaho, spoke of fair trade 
practices, pointing out dangers to be 
avoided in approaching an agree- 
ment, and urging a spirit of fair co- 
operation in the interest of fair trade 
without the distinct element of price 
fixing. 

Need for dealers to meet changing 
conditions by handling new merchan- 
dise with a different sales technique, 
was summarized by Charles R. 

(Continued on page 97) 
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Wisconsin Dealers Discuss 
Business Building, Legislation 





GEORGE J. DICKOF 
New President 


USINESS building methods, 
B legislation affecting business, 
relations between employees 
and employers and National Hard- 
ware Week were the chief topics dis- 
cussed at the 42nd annual convention 
and exhibition of the Wisconsin Re- 
tail Hardware Association, held at 
the Milwaukee Auditorium, Milwau- 
kee, Wis., Feb. 1 to 4, 1938, inclusive. 
At the opening business session, 
Wednesday morning, R. I. Baumann, 
Phillips, Wis., president of the asso- 
ciation, welcomed members guests 
and exhibitors and reviewed 1937 
business conditions and association 
activities. Last year would have been 
better for hardware dealers if it had 
started off slowly with business in- 
creasing toward the end of the year, 
instead of taking the course it did, 
he said. He expressed the opinion 
that the latter part of 1938 would 
show a favorable business increase. 
The names of 18 new members of the 
Twenty-Five Year Club were an- 
nounced at the meeting. 

Speaking on “Teamwork in Your 
Store,” Frank J. Miller, director of 
personnel, Northern States Power 
Co., Minneapolis, Minn., outlined na- 
tional labor legislation. He stated his 
belief that the National Labor Rela- 
tions Board has had sufficient time to 
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R. I. BAUMANN 
Retiring President 


prove its worth but that so far has not 
proven itself able to cope with pres- 
ent labor conditions. He urged hard- 
ware dealers to work with others to 
get the most workable law obtainable 
put into operation. Social insurance 
is here to stay, he held, although the 
present laws will be amended later 
on. Mr. Miller suggested that deal- 
ers try to understand their employees 
as part of a social group, and encour- 
age their staffs to bring to their at- 
tention any possible dissatisfaction 
as to working conditions, etc. Know- 
ing when and why employees are dis- 
satisfied will often prevent costly 
strikes. 


Modern Kitchens 


Allan C. Davey, Oshkosh, manager, 
New Business Development, Wiscon- 
sin Public Service Corp., speaking on 
modern kitchens emphasized the fact 
that they are arranged according to 
carefully devised plans for reducing 
footwork to a minimum, providing 
equipment which is easily kept clean 
and permitting movement of materi- 
als in a straight line as in a modern 
factory. In 1937 500,000 women re- 
quested kitchen planning data from 
manufacturers who have_ kitchen 
planning services. He urged hard- 
ware dealers to go after the sale of 
modern kitchens in their communi- 
ties, and exhibited a film, “The 
Kitchen Goes Modern,” showing the 
theory of kitchen planning, by the 





H. A. LEWIS 


Executive 
Secretary-Treasurer 


use of “before” and “after” pictures 
and diagrams. 

“Shall We Pay As We Go!” asked 
Paul N. Reynolds, Madison, Wis., 
executive director, Wisconsin Tax- 
payers Alliance, who said that the 
time to object to bills is before they 
become laws. Mr. Reynolds said, 
“Although the $10 per capita reduc- 
tion in local bonded debt in Wiscon- 
sin during,the last five years has been 
overshadowed by the $146 per capita 
increase in federal debt, Wisconsin’s 
efforts to reduce its own public debt 
should be continued over the next 
decade.” The real blame for high 
taxes and bonded debts, Mr. Rey- 
nolds laid at the door of the taxpay- 
ers themselves. Demands for more 
government spending by all kinds of 
groups leads to higher taxes and ex- 
perience tells us that it is extremely 
difficult to eliminate any public ex- 
penditure after it has been initiated. 

Speaking on “Credit Extension As 
a Business Builder,” C. R. Cook, as- 
sistant credit manager, Schuster’s 
Department Stores, Milwaukee, and 
president, Milwaukee Retail Credit 
Association, said “There are definite 
figures to prove that charge custom- 
ers will buy twice as much as cash 
customers do.” He suggested getting 


(Continued on page 88) 
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FOR RETAIL 
HARDWARE 
STORES 








New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims— New Packages — New Colors — Catalogs 


Glass Coffee Brewers 

The new line of Vaculator glass cof- 
fee brewers are designed for handy 
economical use at every meal. To re- 
duce the possibility of glass breakage 





each Vaculator brewer is tested in a 
polariscope, which makes it possible 
to detect strains before glass is put in 
use. A patented “Wall-Safe” provides 
a safe place for the storage of the brew- 
er when not in use. This eliminates 
need of laying the glass in or on the 
sink and eliminates the possibility of 
the glass being crowded off some shelf 
or table. To avoid breakage while rins- 
ing under hot water, Vaculators are 
provided with a sturdy Durex handle 
on the upper glass, and a _ patented 
chrome “rim-guard,” which keeps the 
rim of the glass from being chipped 
against the faucet. Attached to each 
Vaculator before it leaves the factory 
is a 32-page demonstrator booklet which 
visualizes for both the clerk and the 
customer, the new handiness features 
and safeguards against breakage of this 
new device. A 40-page mailing piece 
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in colors telling the complete marketing 
story of the new Vaculator is available. 
The 8-cup Coronet Model, illustrated, 
lists at $6.95 complete with “All-Safe,” 
high-low “speed stove,” “upper-grip,” 
and table funnel holder. Hill-Shaw Co., 
311 N. Desplaines St., Chicago, Ill. 


Pheoll Catalog 


In the 108-page, 1938 Pheoll catalog, 
standard screws, bolts, nuts, and allied 
products of the company’s manufacture 
are described and _ illustrated. The 
reference section contains pertinent in- 
formation covering stand and special 
screw threads ; tap drill sizes for screw 
threads, dimensions; tolerances, weights, 
case and container quantities; decimal 
equivalents; multipliers of discounts, 
etc. Pheoll Mfg. Co., 5700 Roosevelt 
Rd., Chicago, Ill. 


Automatic Key Machines. 


New Segal automatic key machines 
are presented in an attractive eight-page 
booklet. Simplicity and ease of opera- 
tion are the keynote of the entire con- 
struction of these machines. Each 
working part is visible in operation 

















and its principles readily understand- 
able. Maker states there are no in- 
tricate gadgets to control or mechani- 
cal devices which require expert atten- 
tion. Nos. 1810 and 1815 can be used 
by hand or by motor. Nos. 1825 and 
1925 are motor driven with three-speed 
pulley, automatic action and with switch 
in the motor. Norwalk Lock Co. Di- 
vision of Segal Lock & Hardware Co., 
Inc., South Norwalk, Conn. 


Door Track Rail 


The name, Bonded V Rail for this 
new sliding door track manufactured by 
The Louden Machinery Co., Fairfield, 


Iowa, is derived from a written bond 





‘ , ‘ 


given each purchaser, guaranteeing the 
track not to wear out during his life- 
time and from the V rail which is used 
as a track. This type of rail is said 
to be an entirely new principle in slid- 
ing door track. Made of open hearth, 
high carbon steel, maker states, it is 
approximately twice as heavy as any 
other track in its price range. It is a 
watershed track and is birdproof. 


“The Dingbat” Lures 

This is one of the six new “Dingbats” 
created by the Creek Chub Bait Co., 
Garrett, Ind. Maker states the flutter- 
ing hair legs are an entirely new idea 
in baits and produce an erratic motion 
different from other lures. The six 
“Dingbats” are made for bait casting, 
trolling, fly casting, and even deep sea 
fishing. Creek Chub’s new catalog, 
showing all the company’s lures and 
flies in natural colors, is available free, 
as is a new counter and window display. 
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Dr. Seuss 





‘“‘Howja know she needed stair rods, 
drapery tie-backs, linoleum edging 
and a vacuum cleaner?” 


“Qh, she asked for CROSS Tacks. 
And when I found she was a newly- 
wed...” 















EAST JAFFREY, N.H. Copr. 1938 BY W.W. CROSS &CO., INC 
WRITE FOR DETAILS OF DISPLAY STAND OFFER 


Theyre Uniformly Strong 
Not a Cripple in a aloud 
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“We’ll Handle You Right” 


ASH 


Good sound White Ash of dense 
texture is used in the manufac- 
ture of these tough handles. 
B-I handles are strong and 
sturdy, of creamy whiteness, 
smooth to the touch, and 
properly designed. Fine 
quality and workman- 
ship throughout, and 
% each is individually 
PN inspected and 
‘e \ graded. 







Farming Tool 
Handles 


FORK 

RAKE 

HOE 
SHOVEL 
STEEL DEES 
SPLIT DEES 


WOOD DEES 
(Old Style) 























Miscellaneous 
Handles 


PIKE POLE 

ICE HOOK 

BOAT HOOK 

TELEGRAPH SHOVEL 

POST HOLE DIGGER 
ETC. 


The ‘‘Buy”’ 
(B-I) line of Ash 
rf (and Hickory) han- 
4 a dles will satisfy your 

customers in every way 
and consequently please 

you, too. You are assured a 
dependable source of supply, 
and UNIFORMITY — in each 
shipment, as well as with previous 
and future shipments. A reputation of 

virtually fifty years is behind each han- 
dle, along with our knowledge of the trade’s 
requirements. 
All our ash handles are graded according to 
S.P.R. No. 76! 


If you haven't our catalog and price list write Dept. 1-A. 
Sample handles will also be sent interested jobbers. 


as “The ‘Buy’ Line Oy a ole) Te 
RUNER-BVORY 


HANDLE CO. 


Hickory and Ash Handles 
HOPE, ARKANSAS 


EST 1888 











Norge Gas Ranges 

Four outstanding features are stressed 
in the Norge 1938 line of gas ranges, 
plus new styling and improvement in 
use value. Six models are produced to 





fit requirements of various income 
groups. Features are: visual oven heat 
control; fully automatic clock on top 
models of the line; low-heat, fuel saving 
oven burner; center burner locations. 
All ranges are equipped with Concen- 
trator burners, circular type with gas 
ports on inside circumference, directing 
heat toward center of cooking vessel. 
Standard equipment on all models: 
porcelain burners and grates, automatic 
top burner lighter; one-piece porcelain 
enamel drip pan; two-piece porcelain 
enamel cooking top insert; disappear- 
ing burner cover; one-piece porcelain 
enamel oven and broiler lining with re- 
movable racks and guides, reck wool 
insulation, gas-saving oven heat control. 
Ranges are made in white porcelain 
enamel with black base (top models 
designed with solid recessed base) and 
in mother of pearl porcelain enamel, 
with exception of Model N-8136 and 
N-8306 which are available in white, 
also tan or green over ivory porcelain. 
Standard black hardware is furnished 
on all models, with red, green or del- 
phinium blue hardware available at 
extra cost. Norge Division, Borg- 
Warner Corp., Detroit, Mich. 


Okonite Insulation 


“Okonite Insulation” is the title of 
a new book describing how Okonite 
rubber insulation is made. Included 
in the book are tables on resistance, 
thicknesses, diameters and _ installation 
data pertinent to rubber insulated 
cables for service up to 5,000 volts. The 
Okonite Co., Passaic, N. J. 


Alloy Steel Hammers 


Four new alloy steel nail hammers, 
companion numbers to the “100 Plus” 
16-ounce, curved claw hammer, have 
been added to the Stanley line. Line 
now ‘includes five Stanley “100 Plus” 
hammers: three with the curved claw, 
20, 16, and 12-ounce weights, and two 
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with straight claws, 20 and 16-ounce 
weights. “Evertite” hickory handles 
are securely wedged to heads. Heads 
have bell face, round poll, mirror polish 








with orange ribs on neck and_ black 
enamel under claws. Each hammer is 
packed individually in a display carton. 
The Stanley Rule & Level Plant, New 


Britain, Conn. 


Mechanical Putty Remover 


This electric motor driven machine 


removes putty from window sash when 
broken glass has to be replaced. The 
cutter which removes the putty can be 
raised or lowered to suit the operation. 
After putty is removed and_ broken 
pieces of glass picked out, the cutter 





eget Big os _ | 


when lowered to depth of window sash 
channel, cleans it leaving a clean 
surface. Machine has guide pin 
immediately behind the cutter. Motor 
operates on A.C. or D.C. current, 110 
volts. Prospectus Mfg. Co., 1900 River- 
side Ave., Minneapolis, Minn. 
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Appliance Connector 


The Colalloy Kwik Konnector is the 
latest development in gas, oil, and chem- 
ical appliance connection devices. It is 
a semi-rigid flared tube of special alloy 





composition, which, maker states, can 
be twisted and bent without showing 
signs of cracking, kinking, or breaking 
and it is impervious to the action of 
commercial sulphuric acid and other 
chemicals and gases generally found in 
manufactured, natural, butane and pro- 
pane bottled gases, oils, and most 
chemicals and acids. According to the 
manufacturer, the actual time, to con- 
nect a gas range wtih a Kwik Konnec- 
tor, has been clocked in less than three 
minutes. Colonial Stove Co., Specialties 
Division, Philadelphia, Pa. 


Dazey Display Equipment 

The new Dazey display material is 
an effective eye-catcher for window or 
interior display—either as a complete 
counter display, or as individual pieces, 
spotted throughout the store. The com- 
plete window consists of a center piece 
of a life-size cut-out of a women operat- 
ing an actual Dazey can opener. Be- 
hind her is a large circular background, 
and on each side smaller circular dis- 
plays exhibiting the other Dazey de- 
vices. Actual devices fit into the dis- 
play units. Display can be used either 
as an entire Dazey window or as a 
background for general hardware items. 
Display is available without cost with 
a small order of Dazey devices. Dazey 
Churn & Mfg. Co., St. Louis, Mo. 
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AUTOMATIC 
KEYHOLE-LOCK 





Salesmen, roomers, travelers, housewives—everybody 
can use one or more ILCO Automatic Keyhole Locks! 
Why? Because this handy little cylinder lock plugs the 
keyhole and makes the ordinary mortise lock skeleton key 
proof and pick-proof. 


Without any effort you can now stock it, demonstrate it, 
and sell it to your customers. 
Just put this handsome display 
stand on your counter and 
watch the people “try it’—and 


buy it. 


AUTOMATIC 
KEYHOLE LOCK 
DISPLAY STAND 


: FREE with your initial 


order for two dozen Auto- 
matic Keyhole Locks No. 
444. Holds one dozen in 
front and stores a dozen in 
back — no shelf stock 
needed. Handsomely fin- 
ished in red, silver and 













ins. of counter space. 


Write or wire today. 


INDEPENDENT 


LLY’ LOCK COMPANY 


E SYMBOL OF SUPREME 
PROTECTION 


Fitchburg, Mass. 


Branches in Principal Cities 
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gold. Occupies only 25 sq. | 
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' NATIONAL SCREEN 
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DOORS - WINDOW SCREENS 
WINDOW VENTILATORS : 
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a (CAN YOU BEAT IT! 
; JUST LOOK AT THESE EXTRA 
FLY- PROOF FEATURES 
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Their extra features make 
National Screens popular with 
everyone but the flies . . . 


NATIONAL Window Screens are the extension screens 
with the Golden Centers. They slide smoothly on steel 
runners have angle steel center bars which make 
them absolutely fly-proof. Their special KWIK-LOK 
device keeps them from rattling prevents removal 
from the outside. It is furnished on all National Window 
Screens at no extra cost! 


Ask Your Jobber.—Your jobber can tell you about the 
complete line of NATIONAL Screen Doors, Window Screens 
and Ventilators. They are made in a wide variety of styles 
and at prices to please your customers and keep them 
pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 














NATIONAL SCREEN CO., Suffolk, Va. 
Please send us a copy of your 1938 catalog showing 
the complete line of National Screen Doors, Window 
Screens and Ventilators. 
NS ao nsacecc biceps eachccsesviis 
Address........... am a aetna 
rae De MIS. chs coecesessvass 
New York Office: 11 Park Place 
Southern Selling Agents 
SAND & HULFISH, Baltimore 


NATIONA! 


SUFFOLK 
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Suggests 
Highest Quality 







Shows 
Highest Quality 
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and... 
SELLS 


Highest Quality 
Files 


Do you wait for customers 
to ask for files . . . or does the No. 66 
Retail File Display Unit instantly 
remind them to buy highest quality . . . 
Nicholson Files. 

This modern display helps them make 
their own selections from a popular 
assortment; special compartments are 
labeled for types and sizes: each file is 
cellophane-wrapped . . . comes to the 
user factory-new. 

Retailers all over the country report 
increased file sales with the No. 66 Unit. 
Professional trade journals feature the 





PATENTED 


display as a great step forward in file 
merchandising. 

National advertising is calling the attention of millions to the new way 
to buy Nicholson Files. Now is the time to take advantage of an opportunity 
to double or triple file sales. 

Wholesalers can supply you with the No. 66 Retail File Display Unit. 
Nicholson File Company, Providence, R. I.. U. S. A. 


A FILE FOR EVERY PURPOSE 
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Southern California 
Convention 


(Continued from page 54) 


the eyes of the public, other items 
at the same cost will easily bring 
$2.00 or even $3.00. This caution is 
directed against the using of one set 
mark-up of all types and kinds of 
goods.” 

Paul H. Rompage, Hollywood, the 
newly elected president spoke on the 
subject “Independent Retailing 
Looks Ahead,” but first he did a bit 
of looking backward. 

“We hardware dealers must meet 
and face competition with the same 
weapons they use, of clean bright 
stores, good service and reasonable 
prices. For one, I do not consider 
other hardware stores as com- 
petitors, but I do those who are ever 
cutting in on various lines of our 
established business. We can meet 
price competition by going harder 
after the repeat items, things which 
are continuously handled day after 
day. Real profit can be made from 
these items, even though we operate 
on a shorter margin of profit as we 
do get a considerable traffic in our 
stores. Hardware retailing is a won- 
derful experience which is ever 
carrying on. 1938 should be a ban- 
ner year for those who study their 
business sanely and courageously.” 

As a former member of the asso- 
ciation’s Trade Relations Committee, 
Don Webb, Glendale, dwelt on the 
fine work accomplished by that or- 
ganization. However, he seemed to 
feel that when he started in the 
hardware business 25 years ago, job- 
bers looked to retail dealers for their 
business while now they are con- 
centrating on the industrial business 
to a great extent. 

As retiring president, Marion D. 
Hammersley, Puente, stated, “The 
retailer must look to his wholesalers 
and manufacturers for protection 
and consideration, if retailing is to 
exist and progress. The sources of 
supply must help him sell his goods 
to the consumer. The manufacturer 
furher should provide fair and 
equitable retail prices with sufficient 
discount if they expect a favorable 
effort among dealers to sell their 
goods.” 

Officers elected were president, 
Paul H. Rompage, Hollywood; first 
vice-president, H. L. Johnson, Or- 
ange. J. V. Guilfoyle was re-elected 
secretary-treasurer. The offices of 
second vice-president and the various 
district directors are to be elected by 
a mail vote of the members during 
the coming month. 
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New York State 
Convention 


(Continued from page 70) 


dicated their intention of cooperat- 
ing in the plan. 

Charles J. Heale, New York City, 
editor, HarpwareE AGE, said that al- 
though there are weaknesses in the 
Fair Trade Acts, “They are a step 
in the right direction. There is 
nothing unreasonable nor unfair in 
these acts and there is no gouging 
of the public in them.” He pointed 
out that the Robinson-Patman Act 
requires that competitors be treated 
alike where the same quantities of 
merchandise are bought, under the 
same circumstances. Forty-two states 
have Fair Trade Acts which provide 
the legal machinery for maintaining 
consumer prices on branded or trade 
marked merchandise, these acts per- 
mitting the manufacturer to make 
contracts with distributors as to the 
maintenance of resale prices. The 
Feld-Crawford Act in New York 
State, has one strength in it, in that 
if one part of the act is thrown out 
by the courts other provisions of the 
act are not affected by that decision. 
The Tydings-Miller Act permits 
making interstate contracts in states 
having Fair Trade Acts, its intent 
being to prohibit loss leaders cut- 
ting in on the sale of trade marked 
or brands merchandise. Even if all 
these laws are thrown out there will 
be more of them proposed. 

Miss Jennie S. Graham, Rochester 
Vocational High School, told of 
shopping expeditions in Rochester 
hardware stores. Most of the stores 
she visited were clean, tidy, attrac- 
tive and displayed a variety of mer- 
chandise which was well displayed. 
Although graciously received, in 
most stores, she noted a lack of 
knowledge of merchandise and lack 
of enthusiasm on the part of sales- 
clerks for merchandise offered. 
There was, she declared, a tendency 
to assume that she wanted lower 
priced merchandise and often she 
was served by inexperienced sales- 
clerks while older salespeople were 
engaged in other store duties. She 
suggested that salesclerks be trained 
to show customers merchandise in a 
wide variety of prices with emphasis 
on higher priced lines offering a 
better profit. 

H. J. Marshall, cashier, National 
Spraker Bank in Canajoharie, and 
in addition, a former Federal 
Bank Examiner, said that there was 
a time when there was more than 
$125,000 in accounts receivable in 
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Speaks for itself and 
says...“Don’t Forget Files” 


The large majority of the retailers who have 
reported their experience with the No. 66 
Retail File Display Unit say that one of the 
ways it increases file sales is by reminding 
people to buy files . . . people who had no 
thought of buying them when they came into 
the store. 

The new unit changes file buying habits 
entirely. Now the customer can make his own 
selection. He can find the types and sizes he 
wants immediately. He can examine every 
detail of the Cellophane-Wrapped File and 
be sure it has suffered no handling damage. 

Put the No. 66 Retail File Display Unit 
on counter or table in your store. Watch it 
boost the sale of a tool which now represents 
14% of your hand tool sales. Nicholson 
File Company, Providence, R. . tte mm 


SINCE 1863 


THE STANDARD OF QUALITY 
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THE 
PERFECT 
HEXAGON -MESH 
NETTING 


LOCK-TWIST Weave 
More Uniform 
Stronger, more rigid 
Smooth, even tension 
Rolls out flat 

Easier to handle 
Stretches perfectly 
COSTS NO MCRE 


Buyers recognize the 
superiority of U. 
HEXLOK Poultry Net- 
ting the moment they 
see it. The smocth, 
symmetrical design the 
strong, uniform con- 
struction, the all ‘round 
finished workmanship 
stamps it immediately 
as a quality product— 
easier to show, easier 
to sell, more satistac- 
tory in every detail to 
dealer and consumer. 


U.S. HEXLOK is made 
of longer-lasting Cop- 
per-bearing Steel Wire, 
pure zinc galvanized. 
Readily available from 
your jobber in one or 
two-inch mesh, Gal- 
vanized Before cr After 
Weaving; all standard 
widths, 12 to 72inches. 
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"UCT RYN NETTING 5 
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Cost No More 
US 


POULTRY NETTING 
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Straight line wires 
LOCK-TWIST joints 
Strong, rigid 
Uniform tension 
Lies flat 


coey tohandleand cut 


Stretches perfectly 
COSTS NO MORE 


U.S. STRAITLOK 
Poultry Netting is wo- 
ven like farm fence with 
straight, parallel line 
wires running its full 
length. 


It is more economical 
to use because it re- 
quires no wood top-rail 
or baseboard; takes 
fewer posts. It is ideal 
for building poultry runs 
because it can be taken 
down and re-stretched 
as needs demand. 


U.S. STRAITLOK 
also is made of Copper- 
bearing Steel Wire, 
pure zinc galvanized 
Before or After Weav- 
ing. One or two-inch 
mesh; standard widths 
12 to 72 inches. Ask 
your jobber or write 
direct! 


INDIANA STEEL & WIRE COMPANY 


INDIANA 


THE 
¢ ORIGINAL 
“STRAIGHT-LINE 
NETTING 













































his community. As a result of lax 
credit extension people owing money 
to merchants in the town would 
finally shop at other stores, paying 
cash for their purchases. He sug- 
gested that dealers consider their 
own families, saving the profits of 
the business for them, when cus- 
tomers behind in their payments on 
credit or installment transactions, 
plead for sympathy. He told of his 
bank’s plan, through its personal 
loan department, for working with 
local merchants toward liquidation 
of accounts receivable. His bank 
suggests that customers limit their 
credit purchases to 20 per cent of 
their incomes recommending that 15 
per cent is a better figure. Dealers 
put pressure on delinquent accounts 
as well as the bank, the bank in- 
forming the merchants as to those 
needing pressure. Although gener- 
ally limiting notes to eighteen 
months on appliances the bank will 
go on for two years where the trans- 
action is for installation of a furnace 
or for remodelling. 

Harry Collins Spillman. New 
York City, author, lecturer and 
world traveler, told dealers to make 
an effort to think right viewing with 
patience rather than with alarm any 
dissent against things as they are. 
Talk right about business, act right 
about business and have your cus- 
tomer and your salesmen get to- 
gether if you want to sell hardware 
or any other lines, he said. 

Arthur F. McEvoy, Hudson, 
ceeded Albert D. Martin, Rochester. 
as president. Thomas J. Johnston, 
Fulton, and H. L. Canfield, Le Roy, 
were elected first and second vice- 
presidents respectively. John  B. 
Foley, Syracuse, secretary, and 
Frank E. Pelton, Herkimer, trea- 
surer, continue in those offices. Direc- 
tors elected at the meeting were: 
Fred Boller, Corning; Franklin I. 
Greene, Syracuse; C. Flanigan, 
Minoa; George Waterhouse, Sr., 
Pittsford; Anthony Herrmann, Glen- 
dale and W. E. Kidd, Canajoharie. 
Directors whose terms of office have 
not yet been completed are: W. E. 
Robbins, Wellsville; Harold S. 
Close, Middletown; Milford W. 
Howe, Canton; Fred Salway, Ba- 
tavia; John A. Herrick, Southamp- 
ton; Frank G. Howard, Binghamton; 
S. H. Atkinson, Brooklyn; Charles 
P. Stiles, Ilion and H. S. Carleton, 
Troy. The retiring directors were: 
J. A. Peck, Elmira; D. M. Herron. 
Auburn; and Bernhard Wankel, Jr.. 
New York City. 

The convention resolutions urged 
careful consideration of any pro- 
posed new legislation regulating 


suc- 


business; approved New York State 
Senate Bill No. 96 levying taxes on 
chain stores; urged members and 
officers of the association to note and 
report to the association any govern- 
mental assistance given to coopera- 
tive groups; suggested to manufac- 
turers the limitation of sales of 
electric lamps to hardware and elec- 
tric appliance stores; opposed a bili 
to void the Feld-Crawford Fair Trade 
Act; requested manufacturers to 
publish short booklets clarifying 
major features of their lines for 





FRANK E. PELTON 
Treasurer 


dealers and their sales clerks; urged 
cooperation in National Hardware 
Week; suggested dealers enroll their 
sales clerks in evening merchandis- 
ing classes; protested the sale, by 
utilities, of small appliances under 
ten dollars in value on installment 
plans; asked appointment of a com- 
mittee to determine the place for the 
1939 convention and to decide 
whether an exposition shall be con- 
tinued to be held in conjunction 
with the convention. Another reso- 
lution proposed contact with the 
Hardware Mutual Insurance com- 
panies as to special arrangements 
to apply on the policies of associa- 
tion members only, the association 
to cooperate with the companies in 
soliciting for members. 

The Buffalo Hardware Associa- 
tion sponsored an informal recep- 
tion and dance on Tuesday evening 
at the Hotel Statler in the Grand 
Ball Room. The annual banquet, 
held Wednesday night, was followed 
by an excellent floor show and danc- 
ing until after midnight. The new 
officers and directors were intro- 
duced and installed at the party. 
Martin Van Dussen, Rochester, 
president, Twenty-Five Year Club, 
presented certificates of membership 
to representatives of new members 
of the club. 
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why 
MIDSTATES 


“PALAMVALED” ENCE 


to their neighbors 


Huge advertising campaigns or exaggerated 
claims are not responsible for the name ‘‘Mid- 
States” being so popular among fence users. 
Neighbors have told neighbors that Mid-States 
DOES last longer. That’s because this fence is 
made by the patented ‘‘Galvannealing’’ process 
which actually FUSES a heavy coating of zinc 
into copper-bearing steel wire to make it doubly 
resistant to rust. 


Mid-States is a favorite among farmers, for it 

gives them extra years of service and protection 

at no extra cost. Mid-States fence is priced to 

sell for no more than other standard brands. 
pean Sean: ine Sell the fence your customers want—Mid-States. 
iness with these tested 


ideas. New and interesting. MID-STATES STEEL & WIRE co. 


No obligation. Limited supply. Dept. M-53 CRAWFORDSVILLE, IND. 


HAVE YOU HEARD 


What SHERWIN-WILLIAMS 
is up to this year? 
... If you haven't, you're missing news, 
Big Profit News! For this year Sherwin- 
Williams is backing their dealers with 
the greatest ‘Dealers’ Own” advertis- 
hele meonelo ME) 0bbeCe moreseetoledlopeMbemtel-molotbelt 
business! 

No matter what paint you sell, here's 
Topol -seebbetem Comiettel aot ololtlemer-)mtel-mloceit- 

. they'll cost you nothing, can pay 
you much. Simply write The Sherwin- 
Williams Company, Cleveland, Ohio, 


and all principal cities. 


Look into it NOW! 


@ 
© 


Whew Ce oe oe SHERWIN-WILLIAMS PAINTS 
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YOU WILL SELL 
MORE casters 


| with this t. 


Bassick | 


DISPLAY | 








-@ PRACTICAL 
© PERMANENT 
® ATTRACTIVE 


This sales-making display 
block, complete with 
samples, is furnished free 
with the Quality Greup of 
casters at . ... . $9.97 


YOU WILL SELL 
BETTER casters 
tase make more profit 
per sale » + + with the 





:  BASSICK 
- a? 
g ge Kar 


QUALITY 


“GROUP 


Ask your _ wholesaler or write | 
"to The Bassick Company for 
complete information. 


THE BASSICK COMPANY 


Bridgeport Connecticut 
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They Sold 139 Refrigerators 


(Continued from page 27) 


that Lundy Hardware and the util- 
ity company were the sponsors 
and had as its feature attraction 
Miss Mary Johnson, Westinghouse 
Electric & Mfg. Co., home econ- 
omist. As at previous cooking 
schools run on the same plan, the 
utility company paid 10 cents to 
certain churches for each church 
member attending from these 
churches. To earn money for their 
churches the ladies made every 
effort to be present and the dem- 
onstrations they witnessed created 
interest among them in lines of- 
fered by Lundy Hardware. 

Last year Lundy’s was one of a 
group of local appliance dealers 
who together with the utility com- 
pany sponsored an electrical show. 
The dealers paid for the space oc- 
cupied by their exhibits but all 
advertising costs for the event were 
assumed by the utility company 
and each dealer exhibiting was 
mentioned in the advertisements. 
Whenever the utility organization 
advertises appliances all local deal- 
ers handling those particular lines 
are listed in the advertisements. 

When the Lundy store was re- 
modeled in 1936 a modern struc- 
tural glass front was installed, with 
the firm’s name on the front in 
large, modern red letters. An alu- 
minum canopy with concealed 
lighting brilliantly illuminates the 
store front each night until mid- 
night as the store adjoins a motion 
picture theater. Each of the dis- 
play windows is brightly lighted 
each night, until midnight, with 
ten 100-watt lamps. 

Open tables and open panels 
are used almost exclusively, the 
exception being in the case of a 
small display of cutlery. The fix- 
tures, which are green and cream 
colored wooden units, are the 
product of a local lumber com- 
pany. A horseshoe table, toward 
the front of the store, is equipped 
with concealed lighting for the 
shelf below the regular top. Since 
the illustrations shown in these 
pages were made, the horseshoe 
unit has been built up with pyra- 
mided displays. 

Major appliances—both gas and 
electric—are also up at the front. 
Customers coming in to buy, or see 
less expensive items must p e 


higher units of sale when seeking 
the smaller articles. Floor lamps 
are spotted around among the 
major appliances as an extra bid 
for sales. All tools are shown on 
open units, table displays being 
shown at an angle. Tools kept in 
cabinets are behind open panels 
on which the lines are sampled and 
priced. 

The Lundy store display room 
runs back about 164 feet and is 
25 feet wide. Mr. Lundy is as- 
sisted by two men, a boy who 
works in the store on a part-time 
basis and a woman who handles 
bookkeeping and office work as 
well as sales. 


Empty Shelves! 


(Continued from page 25) 


cession we could get. Where suc- 
cessful, we lowered our prices im- 
mediately. Any beginning-of-the- 
year price change announced by 
manufacturers was promptly re- 
flected in our selling prices. We 
have done everything we could 
to make it desirable for our cus- 
tomers to fill up their shelves and 
stock bins. 

The spring planting season and 
the beginning of another crop year 
is here, or near. So are house- 
cleaning and building activities 
and other spring business pro- 
ducers. Are you ready for the 
demand that has accumulated dur- 
ing the “doing without” period of 
the last five months? 

Check over your entire stock. 
Think of how many times you 
have recently said: “Sorry, we 
are out of that.” Then decide if 
you want to continue using those 
expensive words which lead to the 
“business suicide,” mentioned 
previously. 

If not, list up what you need 
to fill your shelves and bins so 
you can build up your business 
by being able to serve your cus- 
tomers with what they need 
when they need it; then give 
your order to the salesman or 
send it. 

Old Uncle Mose said: “Darkies 
never commit suicide. They know 


they will S-T-A-Y dead.” 


i 
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The appearance, strength, neatness and 
freedom from complicated mechanism 
of these new mowers will tell you 
better than words, how they will 
appeal to the prospective buyer. 


Write Today for 
Complete Information 


Built by America’s 
Largest Producer of 
Power Mowing Machinery 





A Power Mower with REAL Sales Appeal 


Built in two sizes, 18 and 21 inches, these new low cost power mowers 
have all the features that make them desirable to the Home Owner, 
Hospital, School or Industrial Plant with a lawn of one acre or under. 


MANUFACTURING CORPORATION ~~ 
MINNEAPOLIS 


MINNESOTA Ss 


* 














Also Available in 
a 21 Inch Model at 


$9850 


Features... 

1 H.P. motor with latest 
oil type air cleaner. 
Simple manual control 
belt and chain drive 
transmission. 

Formed aluminum motor 
support base. 

Pressed steel construc- 
tion throughout. 

18 inch five-blade reel. 
Solid rubber 11/4” tires. 
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“I've been handling shovels a long time, and 
I'm telling you that the ABW Shovels have 
the best steel in them of any shovels made. 


I didn't know why, until one time | asked 
about the steel and here's what they told me: 


“It seems that the quality of steel is deter- 
mined by the process. It also seems that 
the most modern way of rolling steel is by 
the Continuous Rolling Process, but no shovel 
steel had ever been made this way. 


“Well, the Boss down at ABW got the idea 
they could make better shovel steel by the 
Continuous Rolling Process and the result is 
that ABW was the first, and | guess the only 
one to use steel rolled by the continuous 
process for shovel blades—and that's what 
makes them better. You don't need to take 
my word for it—just do a little investigatin’ 
and experimentin’ for yourself."* 

Yes, ABW was the first and is the only manufacturer 
of shovels to use this superior steel for shovel blades. 
No reused stock ever finds its way into ABW shovel 
blades—only fresh steel is used. This special process 
produces steel that is tougher, has a better grain 
structure and is more uniform. When you sell ABW 
Shovels—you sell the best. 


AMES BALDWIN WYOMING CO. 
PARKERSBURG, W.VA. NORTH EASTON, MASS. 


SHOVELS © SPADES © SCOOPS © FORKS 
HOES © RAKES © POST HOLE DIGGERS 
AGRICULTURAL HANDLES 
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NATURAL 
WHITE 


a. 
GS 





Different — Better 

a 
A true “eye-eez" lamp with 
softer, yet perfect light 
diffusion. 

* 
SAVE ‘offers you 2 special 
assortment deals, complete 
with valuable merchandising 
displays. 





and NOW 
TRANSLUCENT COLOR 
in NATURAL GLASS 


Exclusive SAVE development to 
supply trade demand for more at- 
tractive decorative lighting. Beau- 
tiful gem-like colors. Greater, 
smoother diffusion of softly glowing 
light from entire bulb. For exterior 
or interior. Types and sizes for 
home lighting or commercial dis- 
plays. Cost no more than ordinary 
colored lamps. Specify SAVE. 











Write your jobber today 
for full information. 


»*SAVEY 


25s ileum cle) ite) 7 Garel, 
TOLEDO, OHIO 








Michigan Convention 


(Continued from page 68) 


portunity is to sell. He laid before 
the salesmen five points of tested 
salesmanship as advocated by Elmer 
Wheeler, Tested Selling Institute, 
Inc., New York. They are: sell ap- 
peal—beauty, economy, utility, etc. 
of the merchandise. “Don’t write, 
telegraph”—take the shortest and 
direct way in the sales presentation 
by packing a wallop in the first 10 
words. “Say it with flowers”— 
prove your statements by demonstra- 
tions and state the price with con- 
fidence, not apologetically. Ask 
questions that will give you, as a 
salesman, the answer you want and 
give you information about your 
customer’s wants. And last, watch 
your bark—be careful about the 
way you greet the customer in your 
store and over the telephone. Jack 
Milligan, Lansing, state board for 
vocational guidance, then urged the 
salesmen to enroll in the Detroit 
Hardware School, an _ educational 
project made possible by the George 
Dean Act. 

On Thursday morning, V. F. Han- 
non, sales manager, Barlow & Seelig 
Mfg. Co., Ripon, Wis., told dealers 
that the consumer was the real boss 
of the hardware store as it was the 
consumer who influenced the dealer 
in the type of merchandise he sold. 
Dealers, he said, should not be 
guided by their own opinions when 
ordering stocks, but should be in- 
fluenced by the wants of customers. 
They were told to put more pep into 
their advertising; to watch the type 
of advertising in metropolitan news- 
papers and imitate it. 


Chain Advertising 


An insight into chain store adver- 
tising was given by E. A. Kalthoff, 
R. C. Kalthoff & Sons, hardware 
store, Detroit. Mr. Kalthoff, who has 
had several years’ experience with 
a large syndicate, urged dealers to 
become friendly with syndicate store 
managers, shop the chains and to 
pay careful attention to syndicate 
displays. From the latter, the deal- 
er can learn what type of merchan- 
dise to show in his own displays. 
Mr. Kalthoff remarked that too 
much prominence was given to dis- 
plays of “demand” merchandise 
while “impulse” merchandise was 
too often out of sight. Displays 
should be made to produce per week 
and per square foot. Chains tell 
people about their good prices but 


hardware dealers very often do not- 
Dealers who feel they can’t afford 
advertising can’t afford it because 
they have not yet learned how to 
bring their operating costs down to 
a minimum. He urged wiser selec- 
tion of personnel and wiser buying 
so that dealers can leave themselves 
sufficient money to take advantage 
of low markets. 

Frank E. Parker, Merchants Credit 
Bureau of Detroit, spoke on “Brake 
Inspection.” He explained how his 
organization operates and how the 
dealer can use credit bureaus to 
minimize credit losses. 


Officers Elected 


Following the report of the nom- 
inating committee, L. A. Straffon, 
Croswell, was elected president. The 
office of vice-president was abolished. 
Harold W. Bervig, Lansing, is again 
secretary of the association. Elected 
to the executive board for two years 
were: F. J. Gartner, Wyandotte; F. 
J. Hartge, Detroit; R. T. Davis, 
Adrian; H. C. Meyer, Petoskey, and 
Grant A. Smith, St. Clair. Joseph 
L. Louisignau, retiring president, 
was newly elected to the board. On 
the executive board for one year are: 
G. L. Cassler, Benton Harbor; C. L. 
Goddeyne, Bay City; Arthur H. 
Hunt, Grand Rapids; W. C. Judson, 
Big Rapids, and Nelson J. Waters, 
chairman, Paw Paw. 

The convention was brought to a 
close Friday morning when reports 
of the resolutions, trade legislation, 
finance and other committees were 
read. Dr. H. A. Gardner, director, 
scientific section, National Paint 
Varnish & Lacquer Assn. gave a 
dramatic presentation, “How to In- 
crease Paint Sales.” With the use 
of slides he demonstrated to the 
dealers facts about paint that would 
enable them to sell paint more in- 
telligently. V. E. Vining, a director 
of store sales, Westinghouse Electric 
& Mfg. Co., Mansfield, Ohio, mixed 
humor with some basic facts in a 
talk, “Dirt Selling, Independents 
Going to Town.” 

Frank J. Hartge, Detroit, as chair- 
man of the entertainment committee, 
provided the lighter side of the con- 
vention. Arrangements were made 
for the ladies to visit the Detroit 
Yacht Club, a broadcasting station 
and for afternoon socials. Two 
evenings were devoted to dancing in 
the Statler ballrooms 
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CENTRIFUGAL 
SUMP PUMPS 


At the turn of late winter 


until summer arrives, flooded 
cellars and basements are com- 
mon in most localities. Col- 
lectively, loss and damage 
throughout the country dur- 
ing this period is enormous 
so let’s not overlook the 
opportunity Myers Sump 
Pumps bring to you for 
profitable business at times 








than ever, attractively priced, 
easy- to install and operate, 
they automatically provide 
basement or cellar drainage 
that reduces exces- 
sive moisture or 
flood hazards to a 
minimum, 


longer any ques- 
tion about their 
superior perform- 
ance values.  Al- 
ready the demand 
is heavy. Send us 
your orders before 
you yourself are 
flooded with 
orders. 


Write or 
wire 


THE F.E.MYERS & BRO.co. 





ASHLAND, OHIO 


PUMPS- WATER SYSTEMS - SPRAYERS - HAY TOOLS DOOR HANGERS 
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into spring and from then on | 
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like this. More dependable | 





Thousands in | 
service—there’s no | 
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and EXTRA PROFIT 
OPPORTUNITY AWAITS 


EVERY DEALER 


WHEN HE FEATURES THE 
SPEED()LITE 
SANDER ON HIS FLOOR 


The experience of thousands of dealers who say, "The Speed- 
O-Lite is the GREATEST MERCHANDISER OF FLOOR FINISHING 
MATERIALS ever developed'’ is conclusive proof that can't be 
passed off with a shrug, for when you put to work our FREE 
advertising helps—backed by our 40 year tested Merchandising 
plan—you start a flood of dollars rolling into your store the 
first week. It brings in both OLD and NEW + doubi 
your sales of floor finishing materials—and makes your store a 
headquarters for painters, decorators, and professional sand 
ing men. 

"The revenue derived from rentals only has produced as much 
as $400.00 in 5 months,"* states a dealer from Harrisburg, 
Pennsylvania. So, no matter how you look at it you can't lose 
or fail to make double profits. Establish this rental service with 
a "'Speed-O-Lite,"" the machine that clicks with the customers, 
that has proved its dependability, freedom from breakdown 
and ability to stand the gaff of public rental abuse. 

You owe it to yourself to try this ''Plan that has never failed.'’ 
Actual sales records show that material sales equal or exceed 
rental earnings. Try the ‘'Speed-O-Lite’’ for 5-DAYS FREE. 
Satisfy yourself by seeing it in action. Fill out the convenient 
COUPON TODAY for your share in these Bigger Profits. 


SALES FEATURES THAT CLICK WITH. THE CUSTOMER 


% Sands right up to the quarter- yr Ball-bearing equipped through- 
round, eliminates hand labor. out, with balanced sanding 





drum. 
Picks up all dirt and dust— GREETS TE ay eee . 
* year in- 
—_ a ballroom finish on any * cluding high speed, heavy 
Oot. duty, burnout proof motor. 
a NO EXPERIENCE required to yy Free advertising helps that 
run a "Speed-O-Lite." bring in the renters. 


Niel | 
v 

MAIL COUPON TODAY ny 
LINCOLN-SCHLUETER FLOOR MACHINERY CO., INC. ' 
212 W. Grand Avenue, Chicago, Illinois : 
Please send full details of your 5-day FREE Trial SPEED-O-LITE : 
Offer. Also complete information on your Merchandising 18 
Plan for Dealers. . 
| 

EIR ASLAN recente re rer re ery ton Eee Are , : 
MUBMMEE «....cssrnes: ict Aeiadeanendstdiespacnidlielees 2 
eT ee ee : 











Here's a Big 
Popular Price Number 


It's a 
Little 
Red-Headed 
Giant! 







Without doubt, the Pre- 
max Turbine listing at 60c 
is the fastest seller in the 
popular price class. Only 
three parts—nothing to wear 
out—and eye appeal! It has 
it! Order a sample ship- 
ment—and watch them go! 


remax oduct 


Division of Chisholm-Ruyder Co., Inc. 


JROG HIGHLAND AVE... NIRGARA FALLS, WY 














Still the Leader! 


0a, 





PREMAX FLOATING HEAD 


SPRINKLER 


Steadily increasing sales prove 
the popularity of the PREMAX 





mous for its water bearing, its 
great coverage, and the Five 
Year Guarantee. Get bulletins 
and prices at once—it’s a sure 
fire seller. 


k emaxip oducts 


f Ch holm: Rw der Co. | re 


W/RCARA FALLS 





86 





North Dakota Convention 


(Continued from page 52) 


gers will be obliged to study their 
merchandise if they wish to main- 
tain sales. Consumers, he said, are 
rapidly learning more about the 
products they buy and the sales 
people must keep a step ahead of 
them. His address, delivered at an 
evening meeting, was open to the 
public. 

Installment selling is here to stay, 
J. G. Mason of the New England 
Furniture Co., Mineapolis, said in 
his address. In warning against 
too high values being placed on 
trade-ins he pointed to the automo- 
bile business and declared most of 
those concerns which have failed 
did so because their second-hand 
lots contain “piles of junk” which 
cannot be sold. 


Business Outlook 


Mr. Lewis, in his second address 
which was at a regular convention 
session, discussed “The Outlook for 
Independent Business.” 

The outlook, he said, is always the 
same. The outlook is the man him- 
self and the principal trouble with 
the independent business man is that 
he is too independent. There are 
no labor, farm or capital problems, 
he declared, but just “one single 
problem” with all branches of busi- 
ness involved. He warned that 
North Dakota dealers cannot de- 
pend entirely on good crops but 
said that good crops and poor crops 
should be added to or subtracted 
from the general situation. 

T. B. Allen, Minneapolis, district 
manager for appliance sales for the 
General Electric €o., was the final 
convention speaker. He _ stressed 
the importance of careful selection 
of major items and the necessity for 
sales promotion as a sure road to 
profits. 


The Banquet 


M. M. Oppegard, publisher of 
the Grand Forks Herald was the 
banquet toastmaster. The Imple- 
ment Dealers Mutual Fire Insurance 
Co. of Grand Forks was host at a 
dutch lunch for dealers, exhibitors 
and their families and John How- 
ard, University of North Dakota 
band director, the Clark Kiddies, 
singers, and Jack Ruddy, dancer, 
were entertainers at various conven- 
tion sessions. A dance Wednesday 
evening drew a large crowd. En- 
tertainment for ladies was in charge 


of Mrs. Ralph Darling, Mrs. A. C. 


Nelson, Mrs. Fred Blodgett, Mrs. 
George Teien, Mrs. Fred Radke and 
Mrs. Roy Plumb. 


Panhandle 
Convention 
(Continued from page 50) 


employment, no definite index of in- 
creased business activity in reces- 
sion; threats of railroad receiver- 
ships. Favorable trends included a 
farm income up 8 per cent; condi- 
tion of raw materials favorable; 
hope for railroads in freight rate 
adjustments; improved labor condi- 
tions. Mr. Orr also spoke of better 
trained salesmen as hopeful for 
future growth. 

Officers for the new year were 
elected at the closing session as fol- 
lows: President, J. A. Blackwell, 
Friona, Texas; vice-president, E. R. 
Yates, Lamesa, Texas; secretary- 
treasurer, C. L. Thompson, Canyon, 
Texas; directors: M. L. Purvines, 
Panhandle, Texas; W. H. Spaulding, 
Clovis, N. Mex.; P. R. Rosson, 
Hereford, Texas; George Buchanu, 
Tulia, Texas; L. C. Harp, Matador, 
Texas; Paul Wilmot, Roswell. W. E. 
Smith, Carlsbad, New Mex.; B. B. 
Kent, Perryton, and R. F. Douglas, 
Shamrock, make up the advisory 
board. 


Publish Book On 


Retail Selling 


ARPER & BROS., 49 E. 33rd 

St., New York City, has re- 
cently published a book, “How to 
Succeed In Retail Selling” by Ray 
M. Hardy. This new manual is 
intended to help salespeople do a 
better, more profitable job of sell- 
ing and is also of interest to store 
owners, executives and executives in 
charge of training courses. It has 
hundreds of practical suggestions 
supplemented by a helpful appendix 
of exercises and projects for use with 
groups or individuals. The book is 
written in narrative style with many 
human interest stories. The book lists 
at $2.00 per copy. 

The author has had considerable 
experience in retail selling and in 
training thousands of people for re- 
tail selling. He has conducted class- 
es in several western state universi- 
ties, and is at present a lecturer on 
salesmanship at Wayne University. 
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THERE ARE GREAT PROFIT POSSIBILITIES 
IN THE D & M LINE OF ATHLETIC EQUIPMENT 


“THE LUCKY DOG KIND" 





Baseballs Softball Uniforms Track Equipment Football Pants 
Baseball Gloves Athletic Shoes Footballs Football Jerseys 
Baseball Mitts Boxing Gloves Basketballs Football Helmets 
Baseball Uniforms Striking Bags Basketball Uniforms Golf Clubs 
Baseball Accessories Tennis Rackets Volley Balls Golf Bags 
Softballs Tennis Balls Soccer Balls Golf Balls 


For complete information, write your jobber or factory for name of jobber in your territory. 


THE DrarpeErR- MAYNARD Co. 


400 YORK STREET - CINCINNATI, OHIO 





















for ABSOLUTE SILENCE 


Modern builders are quick to recognize the advantages of 
McKinney Oilite Bearing Butt Hinges—hinges that offer 
absolute silence, perfect alignment, and long service . . . 
AT NO EXTRA COST. 

These modern hinges are the result of two years testing 
with ‘Oilite’’—the self lubricating metal that has been so 
successfully applied to automobiles, farm impl ts, washing 
machines, etc. 

You will find McKinney Oilite Bearing Butt Hinges the 
real selling story for 1938. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 





ae 


McKINNEY OFFERS TWO NEW DESIGNS DORCHESTER BEDFORD 


IN FORGED IRON—AMERICAN COLONIAL 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 
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TOOLS THAT 


GIVE 
BETTER SERVICE 


BRING 
BETTER PROFITS 


Goop 

mechanics 
know that they 
save time and 
money by using 
good tools. And 
good mechan- 
ics are your best 
customers. UTICA tools are 
designed for lasting service 
and efficient workmanship. 
.. UTICA offers the widest 
range of pliers in the world 
—and better profits for you. 


UTICA Long Chain Needle 
Nose Side Cutting Plier 
No. 655 


Retails at 
5'4 in. $1.50; 6 in. $1.55; 
7 in. $1.75 


UTICA 


DROP FORGE & TOOL 


CORPORATION 
UTICA» NEW YORK 








Wisconsin Convention 


(Continued from page 73) 


advice from local bankers in deter- 
mining how much credit business a 
store can safely handle and then 
keeping the credit sales total within 
that figure. A store accepting charge 
accounts is buying accounts receiv- 
able and should, when doing so, con- 
sider the customer’s capacity to pay, 
capital and character. He urged find- 
ing the source in the dealer’s own 
community from which information 
as to a customer’s credit rating is 
available and then setting up a pol- 
icy and system for collections, mak- 
ing one person in the store respon- 
sible for collections. 

Ernest Fagenstrom, hardware 
dealer, Minneapolis,. Minn., urged 
other dealers to sell themselves and 
their stores as well as their merchan- 
dise to the communities which they 
serve. He stressed the importance of 
shopping the hardware dealers’ com- 
petitors to learn about display 
pricing and merchandising activities, 
as such a practice is a liberal educa- 
tion. 

Theodore Suennen, Hudson, past 
president of the Wisconsin associa- 
tion and state representative on the 
N.R.H.A. Board spoke briefly on as- 
sociation activities. 

Chain stores have gained by their 
presence in every community, con- 
stant use of special merchandising 
events, ceaseless advertising and as 
a result of the tremendous amount of 
free publicity they receive in metro- 
politan papers as to their purchases 
of merchandise, said Glendon Hack- 
ney, Indianapolis, Ind., managing 
editor Hardware Retailer. He out- 
lined plans for National Hardware 
Week, May 9-14, intended to make 
the public more hardware store con- 
scious. 

Dealers have many ideas in their 
heads that would be profitable if used 
in their stores, said L. L. Shoemaker, 
National Cash Register Co., Dayton, 
Ohio. Retail business is supported by 
human needs and wants, buying 
power and willingness to buy. He 
urged dealers to smile when custom- 
ers come into their stores and to try 
to give their salespeople the bene- 
fits of what they have learned in their 
years of experience. 

In an address, “The Consumer Pro- 
tected Under Fair Trade Laws,” Her- 
bert L. Mount, Milwaukee, legal ad- 
viser, Wisconsin Pharmaceutical As- 
sociation, pointed out that where 
trade-marked merchandise is sold un- 
der a fair trade law contract the price 
may not be cut below the minimum 


specified price unless a store is clos- 
ing out the line. 

A. Van Den Wymelenberg, Green 
Bay, chairman, Trade Relations Com- 
mittee, told of conferences with 
wholesalers as to sales to consumers 
which resulted in discontinuance of 
such practices. Dealers were urged 
to present evidence when making 
complaints as to direct sales to con- 
sumers, as an aid in bringing about 
agreements to cease such practices. 
The legislative committee report, 
M. E. Douglas, Zanesville, chairman, 
was read by Mr. Lewis. Attention 
was called to bills introduced by 
Congressman Patman to prohibit 
chain stores from operating in more 
than one state and to prohibit manu- 
facturers from operating retail stores. 
A resolution was adopted pledging 
the association’s support of the Wis- 
consin Fair Trade Act, 

Resolutions offered by W. E. Fitz- 
gerald, S. Milwaukee, chairman, res- 
olutions committee, reaffirmed the 
N.R.H.A. stand against the undis- 
tributed profits tax and protested the 
Federal government’s specification of 
certain purchases in terms of mail or- 
der house catalog numbers. The re- 
port of the nominating committee, 
headed by G. G. Jones, Racine, was 
read by Theodore Suennen, Hudson, 
all of the directors suggested by the 
committee being elected. Directors 
for 1938 are: George J. Dickof, 
Marshfield; Edgar Kroner, La 
Crosse; A. Van Den Wymelenberg, 
Green Bay; M. E. Douglas, Janes- 
ville; Darwin Follett, Coloma; W. E. 
Fitzgerald, S. Milwaukee, and W. H. 
Niebergall, Wausau. Advisory board 
members are: Hugo Trilling, She- 
boygan; Theodore Suennen, Hudson, 
and R. I. Baumann, Phillips. 

Following the final business meet- 
ing the directors elected George J. 
Dickof, Marshfield, president. Edgar 
Kroner, La Crosse, is the new vice 
president, and A. Van Den Wymel- 
enberg, Green Bay, is the new secre- 
tary-treasurer, H. A. Lewis, Stevens 
Point, is executive secretary. 

The association’s annual banquet, 
entertainment and dance was held 
Thursday evening at the Crystal Ball 
Room, Schroeder Hotel, Milwaukee, 
and was well attended by dealers, 
manufacturers and wholesalers. E]- 
mer Klug, Milwaukee, was chairman 
of the entertainment committee, be- 
ing assisted by Ray Kornely and 
H. Schachtschneider, both of Mil- 
waukee. 
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PASHA Convention 


(Continued from page 64) 


despite propaganda against it, de- 
clared Dr. Chris Koch, executive 
secretary of the Fair Trade Com- 
mittee of the Pennsylvania Pharma- 
ceutical Association. He said it was 
working in the drug industry and 
that it would undoubtedly be bene- 
ficial to the hardware trade. He 
blamed certain department stores 
and other agencies for the circula- 
tion of misinformation among wo- 
men’s clubs, farmers’ granges, etc. 

Price restriction is not the aim of 
the bill, he said, but was adopted 
to eliminate unfair competition. The 
trademark—or good will—is_pro- 
tected, not the commodity itself. He 
warned the hardware dealers that 
when a manufacturer signs a fair 
trade agreement under the act, all 
dealers distributing his products au- 
tomatically become bound by the 
law’s provisions. A number of manu- 
facturers, since operating under the 
new law, report increase of busi- 
ness, said Dr. Koch, naming the 
drug firm of Squibb as one, which 
reported a 24 per cent increase. 

“Tt is true that the law has raised 
prices on some products, but this 
has mostly been on those that have 
been selling below cost and without 
profit, this being done by eliminating 
the distributor’s margin.” Dr. Koch 
declared that the distributor is en- 
titled to a fair prpfit and should be 
protected by law. He said that the 
national chains are observing the 
law, and that local cut-rate outlets 
were not. “The fellows we have to 
watch,” he said, “are those who go 
through the motions, but don’t fol- 
low through.” 

Elmer Wheeler, sales expert, of 
New York City, coiner of smart 
phrases, in discussing “Magic Words 
that Sell,” said the customer’s atten- 
tion must be claimed and his inter- 
est aroused in ten seconds, which 
is the time limit the salesman has to 
make—or lose—a sale. 

“National Hardware Week,” May 
9 to 14, was the theme of Rivers 
Peterson, editor of the Hardware 
Retailer, who outlined the program 
formulated by the National Retail 
Hardware Association and indicated 
the cooperation each retailer can 
give with result in his own profit. 

Dr. H. B. Musser, professor of 
agronomy at Pennsylvania State 
College, spoke at Thursday’s session 
on “Making Grass Grow Dollars,” 
informing the hardware store men 
that, as they are the home lawn- 
maker’s leading and often his sole 
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source of supply for grass seed, they 
must be sufficiently informed to ad- 
vise him on making and caring for 
a lawn, including the best grasses 
for his particular use. “When the 
first faint breath of Spring is in the 
air,” said the crop scientist, “the 
average man looks ruefully at his 
front yard and decides he’ll have a 
lawn. 

Harry D. Kaiser, past president 
of the P.A.S.H.A. and present mem- 
ber of the board of the national 
association, who was one of the dele- 
gation of 26 Philadelphia business 
men (and the only retailer among 
them) invited to attend the Confer- 
ence of Small Business Men in 
Washington, related his impressions 
of the conference, speaking to the 
P.A.S.H.A. convention on the day 
after his return. 

“Imposition of tax on purchases 
discourages buying, retards business 
and is generally a deterrent of re- 
covery,” declared resolutions adopt- 
ed at the close of the convention. 
“This association records its severe 
disapproval of any imposition of a 
sales tax by local, state, or Federal 
government,” read the resolution. 

The Resolutions Committee’s re- 
port also criticised the farmers—the 
National Grange in particular—for 
opposition to the Fair Trade Law. 
The farmers were termed “the great- 
est recipients of Government funds 
and the most favored in govern- 
ment laws and policies,” and they 
were taken to task for “gross incon- 
sistency,” in endeavoring to curtail 
Government effort to improve other 
businesses, the independent retailer 
in particular. The resolution urged 
the hardware retailer to contact his 
farmer friends and show them how 
they are injuring retail trade and 
the communities where the farmers 
themselves find markets, by oppos- 
ing fair trade regulation. 

The resolutions also condemned 
the proposed Federal fire arms 
licensing law, declaring that it will 
not prevent criminals from obtain- 
ing weapons, but will hamper the 
sale of firearms to sportsmen and 
other law-abiding citizens entitled 
to have them. 

The Pennsylvania 44-hour labor 
law also came in for condemnation 
in the Resolutions Committee report. 
It was called “selfish, abortive legis- 
lation, which creates a serious handi- 
cap on industry and trade in the 
state.” The resolutions went fur- 
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GRASSELLI 
AGRICULTURAL CHEMICALS | 
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| Sake a 
FARMERS & 
TIP 


e Stock the line of spray 


products demanded by 
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‘il 


growers for overa quarter 


century. 


‘ach year growers’ choice 
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for crop protection has 
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resulted in the increased 
use of GRASSELLI insec- 


ticides and fungicides. 
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Take a tip and pick 
GRASSELLI for your 1938 
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Write for prices today. 
Z GRASSELLI Arsenate of Lead 

) NuREXFORM Arsenateof Lead 

O Lime Sulfur Solution 

Pag Dry Lime Sulfur 4 

4 Calcium Arsenate 


DUTOX, a fluorine insecticide 

SULFORON, a wettable 
sulfur 

Flotation Sulfur Paste 

GRASSELLI Wettable Sulfur 

GRASSELLI Spreader-Sticker 

Bordeaux Mixture 


PSS 


Cryolite 

Nicotine Sulfate 

Dormant and Summer Oils 
Copper Oxy-Chloride 











E. 1. DU PONT DE NEMOURS 
& COMPANY, INC. 
GRASSELLI CHEMICALS DEPT. 
Wilmington, Delaware 


Branches in Principal Cities 
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Shans 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
© 








ther, to oppose any Federal legisla- 
tion regulating wages and hours and 
demanded that “the present Admin- 
istration abandon stringent regula- 
tion of business and_ industry.” 
“Business will prosper and unem- 
ployment will be remedied if busi- 
ness is relieved of the fear of further 
Government interference.” 

Repeal of the present unemploy- 
ment tax on employers was called 
for, and demand was made that 
labor be held equally responsible 
with business and that modification 
of the Wagner Law should be made 
accordingly. 

The proposed Federal Licensing 
Bureau was condemned as a means 
of creating more political jobs and a 
threat to the public pocketbook. 

The following officers were elected 
for the ensuing year at the final 
session: 


President, E. Hulings Antrim, 
Camden, N. J.; first vice-president, 
George E. Corcelius, Huntingdon, 
Pa.; second vice-president, H. D. 
Whieldon, Greenville, Pa.; third 
vice-president, Charles J. Ritterhoff, 
Baltimore; Executive committee: 
George H. Albright, Harrisburg, 
Pa.; H. J. Murdock, Waynesburg, 
Pa., and N. G. Toomey, Erie, Pa. 
The advisory board is composed of 
H. W. Sheeler, Red Lion, Pa.; Wal- 
ter T. Massey, Dover, Del.; Frank 
P. Fifer, Philadelphia; W. McK. 
Reber, Bloomsburg, Pa.; William 
H. Blanning, Lykens, Pa., and Frank 
A. Hegner, Pittsburgh. 

The officers and advisory board 
will meet in several months time to 
select the 1939 convention and hard- 
ware show location. Pittsburgh 
made a strong bid for it at the con- 
vention just closed. 
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mont, was named president for the 
ensuing year. Other officers elected 
were Earl Dean, York, vice-presi- 
dent; Henry Spalding, Chadron, 











With the very first smell of spring in 
the air put TRUMP out on the coun- 
ters. Garden lovers can’t help but pick 
them up, feel the heft of their 18 gauge 
steel, the smooth roundness of the 
turned hardwood handles, admire the 
sturdy long metal shanks and the bright 
green finish and—a sale is made. Pack- 
ed three tools to a neat, colorful box, 
or the trowel, fork, cultivator and 
transplanter can be bought separately. 
Better order right away, so you’ll be 
ready. Your wholesaler will supply you. 


Buy 


TRUMP 






ANIMAL TRAP COMPANY OF AMERICA - LITITZ, PA. 








second vice-president, and William 
Young, Omaha, who was named to 
the board of directors. 

Edward C. Hermanson was re- 
appointed as secretary-treasurer. 

A resolution instructing the secre- 
tary to confer with officers of other 
organizations to eliminate chain cor- 
porations from the retail field was 
passed unanimously by the conven- 
tion. 

It was also decided by the mem- 
bership that the executive committee 
should decide on a plan suggested 
by Secretary Hermanson for the or- 
ganization of several groups of hard- 
ware men scattered over the state. 
These groups would meet several 
times a year and various problems 
could be threshed out at those times. 
At present expense of repeated trips 
of the secretary to the far-flung 
corners of the state is proving a 
heavy financial burden on- the asso- 
ciation. 

The exhibit held in the city au- 
ditorium was very successful, 54 dis- 
plays being included. Social func- 
tions during the convention included 
a luncheon for the 25-year club and 
past presidents of the organization; 
a ladies’ tea and bridge party, the 
annual fun fest at the hotel ball- 
room; the Omaha Hardware Club 
stag party and a ladies’ theater 
party. 

An invitation to hold the 1939 con- 
vention in Lincoln has been ex- 
tended and will be passed upon by 
the executive committee at a later 
date. 
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MAKE SURE YOU 
START RIGHT 
IN YOUR QUEST 
FOR MORE BUSINESS 


USE- 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists:— 


1371 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $15.00 


10926 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $7.00 per M. 


6264 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $7.00 per M. 


17566 Hardware Retailers whose sales are less 


than $20, 000.00 Annually. 
For $7.00 per M. 


34756 Hardware Retailers (Complete List). 
For $5.50 per M. 


1013 Department Stores handling Hardware 
and Housefurnishings. For $7.00 com- 
plete. 


8728 Lumber Yards handling Builders’ Sup- 
plies. For $7.00 per M. 


ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3"x5’ 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 


Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N. Y. 
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NETTINGS 


is made from open hearth, copper 
bearing steel, drawn in our own mills 
where methods of weaving and the 
amount of galvanizing are according 
to definite and proven uniform quality 
standards. No material or operation 
is ever skimped. 

That’s why Wickwire nettings are 





tough but never brittle, why they 
resist rust whether exposed or buried, 
why they unroll flat, hang straight, 
stay tight without extra supports. 
These factors of uniformity mean re- 
peat business, turnover and _ profit 
from— 


HEX POULTRY NETTING 


all meshes in widths up to 72" of 150 
lineal feet bales. 


NET-WICK 


A straight line poultry perfected fence 
with a combination of mesh and 
gauge wire that makes a perfect poul- 
try fence. 


HEN-CHICK 


A combination mesh all purpose poul- 
try fence for all sizes of poultry. 


Galvanized either before or 
after weaving. 


Your jobber will supply you. 




















WICKWIRE 


BROTHERS 


CORTLAWN O, 
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SPRING EYE 


at. 20901 64—8-1 7-37 


FEATURE 


A good workman knows a good tool 
That's why it's always been easy to sell 
Vaughan hammers. The latest develop- 
ment in Vaughan tools—the exclusive 
patented Spring Eye—combined with 
the special Fluted Cushion Handle (Pat- 
ent Applied For) makes work easier by 
absorbing tne shock The Spring 

Eye feature also helps keep the 

alate ic) tight and raallallaal’ ce 


handle breakage 


VAUGHAN & BUSHNELL MFG. CO. 


2114 Carroll Ave CHICAGO, ILL 


a F ‘ 
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iT PAYS TO BUY A GOOD TOOL 








Public Relations and 
Business Counselors 


(Continued from page 56) 


before this address was made. 
How Lee got this information was 
not told in the article I read. But 
a letter from him was found in 
the files of one of his clients. 
where he gave an exact copy of 
certain parts of the forthcoming 
address. 

Other prominent public rela- 
tions counselors today who have 
become famous in their work are 
Edward Bernays and _ Bernard 
Lichtenberg. These men are top- 
pers, and if you wish the true 
and favorable story of yourself 
or your business given out to the 
country, just interview these gen- 
tlemen and when they have fin- 
ished their investigations and write 
their report you may be surprised 
at some of the things they may 
tell you about yourself and your 
business—good or bad! 


A Ticklish Job 


Being a public relations coun- 
selor is a very ticklish job. . First 
you must enjoy the confidence of 
all the people engaged in the va- 
rious forms of publicity. A false 
move, a false statement, even 
issuing of propaganda that is not 
convincing, would be disastrous. 
Probably those of you who own 
stock in very large corporations 
have noticed in recent years in 
the corporation presidents’ reports 
how very clearly ‘and how well 
the operations of the company 
are outlined. Just compare one 
of these modern reports with one 
issued by the same company ten 
years ago. In the old days some- 
times the presidents wrote their 
own reports and they were fre- 
quently pretty bad. They didn’t 
tell any more than was necessary, 
and they didn’t tell it well. Then 
a later development was when the 
lawyers went over the accountant’s 
report of the company and wrote 
the report for the president to 
sign. These reports, of course, 
were better. Still they were far 
from satisfactory. The modern re- 
port is not only made with the 
assistance of lawyers and accoun- 
tants, but also in the last polish- 


ing up, with the assistance of the 
public relations counsel. 

Another modern profession or 
business is that of business coun- 
selors or advisors. This is a most 
interesting business, and is ex- 
ceedingly valuable when long ex- 
perience on the part of such coun- 
selors is backed up by careful 
research into the individual busi- 
ness and also into the market that 
business serves. When these coun- 
selors are called in they, of course, 
want first of all an accurate de- 
tailed picture of the business it- 
self, its present condition and its 
history. Figures indicating the 
changes in the business as a whole, 
or the changes in its departments, 
are carefully studied. Then after 
this, the selling field of the busi- 
ness is studied, The activities of 
competitors are simmed up and 
analyzed. The main thing, how- 
ever, in such a research, is the 
future possibilities of this busi- 
ness. What changes are taking 
place and what new trends are 
under way. 

These business counselors, and 
there are a number of very im- 
portant ones in the country serv- 
ing many corporations, as they 
spend years intensively studying 
the various lines of business, 
gather a grasp of business condi- 
tions far beyond that of any in- 
dividual corporation official. 


No Time To Read ! 


When a man _ becomes old, 
when he wishes to take life easier, 
when he desires to travel or live 
in the country he is usually made 
chairman of the board of direc- 
tors. These chairmen as a rule 
have done their work. They are 
practically retired, and, as a mat- 
ter of fact, their thoughts usually 
travel backward into the past, 
rather than forward into the fu- 
ture. The president of the com- 
pany is supposed to be the active 
dynamo, watching every depart- 
ment and all the department 
heads, in fact, he is the man who 
runs the business. Most of these 
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presidents, if they are conscien- 
tious, become immersed in the de- 
tails of the business. There are 
only so many hours in the day, 
and only so much work that one 
man can do. Many of these presi- 
dents do not study the general 
trend of their industries. They do 
not have time to read. It is not 
their fault. Such being the case, 
many corporations suddenly find 
themselves in the backwash of busi- 
ness. Things have happened in 
their industry that they did not 
anticipate. 

In a large business, and even in 
a small one, the cost of outside 
investigation by a business coun- 
selor is not a very serious matter. 
Just one idea developed, just one 
leak stopped, just one new thought 
on sales, often pays the cost of 
this counselor many times over. 
Some exceedingly interesting busi- 
ness stories could be told of the 
facts brought out by such inves- 
tigations. Here are just a few as 
samples. 

A certain restaurant in New 
York City had been doing a large 
and profitable business for years. 
The proprietor of this restaurant 
died. His son took charge. They 
were charging 10 cents a cup for 
coffee. The son decided it would 
be a good idea to charge 5 cents. 
The change was made. At the end 
of that year the business showed 
a loss for the first time. Nobody 
had figured out in advance just 
how many cups of coffee were sold 
and what the general effect would 
be on prices of other items of 
food as compared with a 5-cent 
cup of coffee. This may seem ab- 
surd, but it is a matter of record. 

Another concern, and this con- 
cern happens to be in the hard- 
ware business, from a certain date 
had a drop in sales of about 
3311/3 per cent. Investigations 
were made, and it was found that 
on a certain date a new manager 
of the business had decided to put 
up their goods in packages of 
one-third of a dozen instead of 
half a dozen as formerly. Some- 
one told him that the smaller quan- 
tity in the box would appeal to 
the retail trade, and please them 
so much that they would buy 
more. What happened proved that 
the man who made the suggestion 
was wrong. The retailer, it de- 
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What it takes to Sell Churws. 















Overwhelmingly 


America’s Favorite 


T’S no accident that nearly 90% of 

all churns sold in retail stores are 
DAZEY Churns. Generations ago 
the DAZEY name was firmly estab- 
lished as signifying the one type of 
churn that produced more butter 
faster and easier than any other kind. 
Constant improvement has kept that 
reputation intact. It has been passed 
on from neighbor to neighbor and 
from generation to generation that 
others may look like Dazeys but 
there’s a lot of difference in churning 
results...in easy cleaning and in dura- 
bility. Today’s 9 to 1 preference for 
DAZEY Churns is the natural result. 
Why make only one sale and one 
profit? Handle the complete DAZEY 
line—make nine sales and nine profits 
instead. Your jobber will be glad to 
give you complete information. 


Sold Only Through 
h\ JOBBERS AND DEALERS 


a ) AZEY CHURN & MFG. CO. 
, j Department B-152 
4301 WARNE AVENUE 
ST. LOUIS, MO. 
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NUTS, RIVETS 


OLIVER IRON AND STEEL CORP. 
PITTSBURGH, PENNSYLVANIA 





93 





Men who know tools 
know Vichek., want 
Vichek quality. 


Dealers knowing | this, y/ 
choose Vichek tools for / Nhe 
open table display. J, 
move them fast at at- 
tractive mark-ups. 


There's an assortment WG 
to satisfy every cus- 
tomer need. Ask for 
catalog. 


The Vichek Too! Company 


Cleveland, Ohio, U. S. A. 





PROFIT WITH 
VLCHEK TOOLS 














3001 £. 87th Street 
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veloped, bought fewer goods be- 
cause they were packed in smaller 
quantities, and when he ran out 
of these goods, he sold others in 
their place. 

Here is a very interesting case. 
A certain large manufacturer 
makes goods in the luxury class. 
Since 1929, except for last year, 
his business went into the red. 
Last year he made just a little 
money. He called in a firm of 
business counselors and after they 
had made a thorough investiga- 
tion, the report was that the 
trouble with the business was that 
it needed a backbone! Then the 
report went on to explain that the 
backbone of every business was 
the staple items that sell even in 
times of depression, and at least 
pay the cost of carrying the busi- 
ness overhead. These staple items 
in any business, whether it is 
manufacturing, jobbing or retail- 
ing, are the backbone of that busi- 
ness. When the hard times came, 
people stopped buying the lux- 
uries made by this manufacturer, 
and he had nothing else to offer. 
Therefore his overhead proceeded 
to eat up the business. 

The recommendation of the busi- 
ness counselors was to add lines 
of goods that are staple, to sell 
them even at a small profit and 
let these staple items carry the 
overhead. The result of this ar- 
rangement would be that while no 
money might be made in time of 
depression, at least there would be 
no heavy losses. Then when good 
times come and luxyry goods are 
bought, better profits can be made 
out of these goods. 

There is a lot of talk about 
“big business.” Just as if there 
were something radically criminal 
or wrong with “big business.” 
“Big business,” after all, depends 
upon its customers, their good- 
will and the resulting purchases. 
No matter how large the business, 
no one can make me buy his goods 
unless I want to. If I do buy and 
if thousands of other consumers 
buy, there must be a reason for it. 
There must be some advantage to 
the consumer. Of course, in writ- 
ing this I am not thinking of nat- 
ural monopolies, such as the tele- 
phone company. If you want a 
telephone, you have to get it from 
them, but recently, having had 


occasion to have a number of 
changes made in the telephone 
system in our office, I was sur- 
prised with the promptness and 
efficiency with which the changes 
were made. A representative of 
the company called to see just 
what we wanted. He wrote it all 
down. The next day the workmen 
were here attending to the job. 

We notice in the paper that the 
Western Union Telegraph Com- 
pany and the Postal Telegraph 
Company will merge in March. It 
is a natural and logical thing that 
they should merge. The telegraph 
service, like the telephone service, 
is a natural monopoly. As a re- 
sult of such a monopoly there 
should be better and lower-priced 
service. 


Costs Too High 


Small one line or short line 
manufacturing concerns have been 
hard hit in the past few years by 
increased taxes, increased wages 
and a general increase in the cost 
of doing business. The truth, 
however, with such concerns is in 
the fact that when they start out 
to compete with well organized 
manufacturers with complete lines, 
they find that the overhead selling 
costs of their short line eat up 
more than the profits. To illus- 
trate, we know of five manufac- 
turers of tools in the hardware 
line who are all in the red. Each 
of these manufacturers has exact- 
ly the same problem. They cannot 
stand the selling cost, or to put it 
another way, even if they are will- 
ing to pay the cost, they cannot 
get a sufficient volume of business 
to cover these costs. 

Of course, these small tool man- 
ufacturers might sell out on a 
bargain basis to one of their larg 
er competitors. Naturally, how- 
ever, they do not wish to give up 
their business which has supported 
them and their families for the 
past fifty or one hundred years. 
Those owning the business any- 
how do not wish to go out of busi- 
ness. Well, of course, one may 
ask, if they do not wish to sell 
out to larger competitors, why 
don’t they put their lines in the 
hands of some manufacturers’ 
agent that will distribute them 
with other lines? The answer to 
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DESIGNED AND BUILT TO 

“a List Price EXCEL IN PERFORMANCE, 

= $ ‘50 IN APPEARANCE AND 
1182 IN LONG LIFE 


New and sensational engineeringe developments in the 
“Cooper Special” have drastically changed low-price 
power mower performance. @ Indexed height adjust- 
ment provides a simple, positive method for raising or 
lowering cutting height without tilting bed plate which 
remains level and in proper position for best cutting 
results. @ Reel runs in Timken self-adjusting bearings pro- 
tected with special grease seals. @ Gear housings, pawl 
chamber and wheel drive bearings are fully enclosed 
and gasket sealed against dust and dirt. @ “Hinged 
Power” transmission eliminates all clutches. @ 2” semi- 
pneumatic rubber tires are standard equipment. @ Cut- 
ting width full 19”. @ Briggs & Stratton 1-2 HP, easy 
starting motor. @ Write today for new complete line 





folder of Cooper power mowers and accessories. 


The 











The “Cooper Clipper” for 1938 
again proves the profit possibili- 
ties of this low-priced, quality- 
built power mower for average 
income homes, small parks, 

cemeteries and all public 
institutions. 






MANUFACTURING CO. 


MARSHALLTOWN, IOWA 
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SAMSON SPOT SASH CORD 


Because Spot Cord is sold on quality rather than on price, 
selling it assures you of a fair profit. Your customers get 
fuil value, too. For, although Spot Cord costs a few cents 
more, this sligkt extra cost is absorbed in many extra years 
of trouble-free service with no expense for replacements. 
Push Samson Spot Sash Cord — the most durable material 
for hanging windows — and draw dividends in dollars and 
priceless customer good will. 


PHOENIX SASH CORD 


A good cord at a moderate price. A minute spent explain- 
ing why Phoenix is supersor to cheap sash cord for hanging 
windows, and also makes the best clothes line, will show 
up on the right side of the ledger. Customers are willing 
to pay more when they know Phoenix will outwear at least 
three ‘bargain’ clothes lines. 
To assist dealers to increased profits, we have prepared two 
booklets on "How to Sell Sash Cord" and "How to Sell 
Clothes Line.” Facts are briefly and interestingly presented. 
Numerous photographs illustrating manufacturing processes 
make the sales message vivid and clear. We will gladly 
supply you free with one or both of these valuable sales aids. 


SAMSON CORDAGE WORKS 
BOSTON, MASSACHUSETTS 
RN RRR BSH RS ion RR 
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A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 
















One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 








Look for the 





Arm and Hammer 





ARMST 


Solid Stocks and Dies 





Chasers 
Must be 
**Backed-Off”’ 


Today 


ARMSTRONG BROS. Stocks are 
fied Malleable Iron, accurately machined 
and now Cadmium plated. Trim, balanced 
tools, they take the awkwardness out of 
pipe threading. 

ARMSTRONG BROS. Dies for Special Va- 
nadium Tool Steel with “‘backed-off’’ teeth 
that start easily, cut with less effort, cut 
faster, smoother threads and come off pipe 
without tearing or jamming. 

Today pipe tool buyers know that dies must 
be ‘“backed-off’’ to eliminate ‘“‘drag,”’ to 
eut smoother threads. They have also 
learned to look for the Arm-and-Hammer 
Mark as the guarantee of highest quality. 


Write 

Jor tog ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. 

U. S. A. 





of Certi- 


Chicago 
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this is that it has been tried and 
for some reason or other these 
manufacturers’ agents are not suc- 
cessful in selling these short lines. 

There must be hundreds of 
small manufacturers in various 
lines who have this same prob- 
lem. What is the answer? One 
suggestion is that if these small 


manufacturers do not wish to 
merge and form one company to 
manufacture and sell all of their 
lines, that they organize a selling 
agency of their own, this agency 
to devote all of its time and work 
to these small lines, the selling 
expense, advertising, etc., to be 
divided on an equitable basis. 





Oklahoma Convention 


(Continued from page 66) 


“Plus” business must be practiced. 
When the merchant delivers an ar- 
ticle which has been purchased, sell 
a second article to go with it while 
you are installing the first one. One 
clerk did $10,000 worth of “plus” 
business in a single month. Retail- 
ers must do planned selling, and 
such campaigns will transfer the 
stock from the store to the kitchens 
of the community. Organized co- 
operation behind the “Better Light, 
Better Sight” slogan set the factories 
running full blast and then the 
orders could not be filled within 
months of the day they were re- 
ceived,—and that in the face of a 
depression. 


Rural Electrification 


The Thursday morning session 
started with a bang when Roy FE. 
Hayman, engineer in charge of rural 
electrification, Oklahoma Gas & 
Electric Company, demonstrated by 
the use of slides the vast oppor- 
tunities as yet hardly, scratched, for 
hardware merchants. He related 
how the Chamber of Commerce of 
Oklahoma City, aided by the A. & 
M. College at Stillwater and the 
county agents, have used Okiahoma 
County for nine years as a labor- 
atory for their ten-year plan for im- 
proving rural home conditions. He 
exhibited pictures showing condi- 
tions as they were at the beginning 
of the period and again as they are 
today. Many of these rural homes 
have become as thoroughly modern 
and valuable as urban dwellings. 
He told the dealers to get in touch 
with their county agents and dupli- 
cate the program used in Oklahoma 
County. Here is a great market for 
paint, fence wire, and _ electrical 
home equipment. “Imitate the au- 
tomobile industry in creating a de- 
mand for your commodities,” he 
counseled. 


E. W. Smartt, secretary, Okla- 
homa Retail Merchants’ Association, 
Muskogee, Okla., lectured vehement- 
ly on government “Trends and 
Taxes.” “For 25 years government 
has been encroaching on business 
until it has become an enemy. This 
has been possible because of greedy 
politicians and indifferent voters.” 

. He prophesied that the great 
middle white-collar class, so over- 
bttrdened with mounting taxes, will 
be destroyed, leaving only the very 
wealthy and the underprivileged. 
The only alternative is to resurrect 
the pioneer spirit of 1775, and get 
the government out of business by 
getting business in the government. 

The officers for the next year are 
H. C. Dobyns, of Stigler, president; 
F. R. Murphy, Foss, first vice-presi- 
dent; C. R. Duff, Lawton, second 
vice-president, and C. A. Fahne- 
stock, Okmulgee, the new director. 
Directors re-elected are E. P. Hall, 
Durant; C. E. Weber, Tahlequah; 
W. W. Hickman, Ponca City; U. V. 
Darland, Seminole; and B. F. Har- 
rover, Alva. Charles F. Nelson is 


secretary. After the installation of 
the officers, the lecture sessions 
closed. 


The Exhibit 


The exhibit was held in the base- 
ment of the Municipal Auditorium, 
where were arranged 115 booths, an 
increase of 50 per cent over those of 
last year. 

The Wholesalers’ and Manufac- 
turers’ Division of the Oklahoma 
City Chamber of Commerce enter- 
tained the delegates at a banquet 
and dance Thursday night. Ralph 
W. Carney of the Coleman Lamp 
Co., Wichita, was the principal 
speaker. He protested against the 
growth of communism in the coun- 
try and the tax burdens imposed by 
the new deal. 
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Coming Conventions and Events 


Alabama, The Retail Hardware 
Assn. of, exhibition and meeting, June 
7-9, 1938, at the Gay Teague Hotel, 
Montgomery, Ala. J. H. Crowe, 410 N. 
2Ist St., Birmingham, Ala., secretary. 


American Hardware Manufac- 
turers Assn. and Southern Hardware 
Jobbers Assn., April 11-14, 1938, at the 
Peabody Hotel, Memphis, Tenn. Sec- 
retary, manufacturers association, C. F. 
Rockwell, 342 Madison Ave., New York 
City. Secretary, jobbers association, T. 
W. McAllister, 1020 Grant Bldg., At- 


lanta, Ga. 


Eastern Hardware Golf Assn., 
fourth annual tournament, May 19-21, 
1938, at Buckwood Inn, Shawnee on 
the Delaware, Pa. H. L. Gilliam, 50 
Church St., New York City, secretary. 


New England Hardware Dealers 
Assn., March 1-3, 1938. Exhibit and 
meetings at Statler Hotel, Boston, Mass. 
George G. Hoy, 140 Federal St., Bos- 
ton, secretary. 


New York Housewares Mfrs. 
Assn. show, July 10-16, 1938, at Hotel 
Pennsylvania, New York City. Execu- 
live secretary, Flo English, Hotel Penn- 
sylvania, New York. 


North Coast Hardware and Imple- 
ment Dealers Assn., during March, at 
the Olympic Hotel, Seattle, Wash. T. S. 
Coy, Olympic Hotel, Seattle, secretary. 


Pennsylvania Wholesale Hardware 
and Supply Assn., March 24-25, 1938, 


at the Hotel Astor, New York City. 
Samuel B. Smith, Steinman Hardware 
Co., Lancaster, Pa., secretary. 


South Dakota Retail Hardware 
Assn., March 15-17, 1938, at Sioux 
Falls, S. D. Exhibit, Coliseum; head- 
quarters, Cataract Hotel. C. J. Chris- 
topher, Nicollet at 24th St., Minne- 
apolis, Minn., manager-treasurer. 


Southern Hardware Jobbers Assn. 
and American Hardware Manufacturers 
Assn., April 11-14, 1938, at the Peabody 
Hotel, Memphis, Tenn. Secretary, job- 
bers association, T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga. Sec- 
retary, manufacturers association, C. F. 
Rockwell, 342 Madison Ave., New York 
City. 


Triple Convention of the Southern 
Supply & Machinery Distributors Assn., 
the American Supply & Machinery 
Manufacturers Assn., the National Sup- 
ply and Machinery Distributors Assn., 
May 9-11, 1938, at the Hotel William 
Penn, Pittsburgh, Pa. Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va., 
secretary of Southern Assn.; R. K. 
Hanson, 916 Clark St., Pittsburgh, sec- 
retary, American Assn., and H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., secretary, National Assn. 


Wisco Hardware Co., Madison, 


Wis., March 1-3, 1938. Meeting and 
sales show, Loraine Hotel, Madison, 
J. A. Fitschen, 1435 E. Washington 


Ave., Madison, secretary and general 


manager. 


Intermountain Convention 


(Continued from page 72) 


Isaacs, National Retail Hardware 
Association. 
W. E. Hartwell, sales manager, 


Marshall-Wells Hardware Company, 
Portland, Ore., gave a brief talk on 
“Independents Going to Town.” 
Election of officers closed the 
morning session with C. A. Harris, 
Rexburg, Idaho, becoming the new 
president; Carl H. Butler, Caldwell, 
Idaho, first vice-president, and H. Po- 
tee, Jr., Twin Falls, Idaho, second 
vice-president. Directors are: Axel 
Hedlund, Idaho Falls; B. G. Davis, 
Nampa; L. J. Kinney, Ontario, Ore. ; 
G. A. Bartell, Aberdeen; Ross Bor- 
den, Shoshone; Freeland Colvard, 
Weiser, and J. T. Roberts, Jerome. 
E. Bell, Boise, is secretary-treasurer. 
The high light of the closing after- 
noon session was the talk by John A. 
Schoonover executive vice-president, 
Idaho First National Bank, Boise, 
who commented on the “Business 
Outlook for 1938.” “Business reces- 
sion in the United States will prob- 
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ably end next summer or fall, and an- 
other long period of business im- 
provement will follow,” was the pre- 
diction of Mr. Schoonover. 

Citing reasons why the recession 
should end soon, the bank executive 
said, “Industrial and agricultural 
debts are low; banking reserves not 
at all strained, credit still cheap and 
plentiful, and commodities are be- 
coming firmer.” 

Association matters and commit- 
tee reports concluded the program of 
the largest hardware dealers’ meet- 


, 


ing ever recorded in Boise. 
“Convention widows” whose hus- 
bands were attending the association 
meeting were entertained by the lo- 
cal ladies with dinners, luncheons, 
and cards, with a final wind up 
Thursday evening when they joined 
their husbands at the outstanding so- 
cial event of the convention, the Ship 
banquet, floor show and dance in the 
Crystal ballroom in Hotel Boise. 





THEIR REPUTATION 


Builds Sales For You 


For 112 years the name 
COLLINS on an axe has been 
the “buy sign’ for men who 
know axes. The thousands of 
Collins Axes now on the job are 
active salesmen for new ones in 
your store, 

Up-to-date systems of tem 
pering and heat treatins, and 
every 


critical inspections at 


stage of manufacture, assure 
maintenance of the reputation 
“They Cut Between 
Sharpenings”’. In balance, 
temper, steel, straight-eye, 
Collins 


that means first in profitable 


Longer 


Axes are first and 


sales through hardware stores 
too! 

Order from your jobber. If 

he can’t supply you, write us 
The Collins Company, Collins 
ville, Conn. 
A complete line 
of axes, mat- 
tocks, small 
axes, hatchets, 
bush hooks, 
hoes. 
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SHEFFIELD'S NEW 


BRONZE POWDER 


ASSORTMENT 


Featuring popularly priced 1 oz. 
bottles. 6 essential colors. 
Beautiful lithographed ll- 
metal display and stock- 
keeper FREE with 
small assortment. 




















SHEFFIELD 


ALUMINUM 


PAINT — PASTE — POWDER 


Away out in front—with full line of 
packages of paste or powder—% lbs. 
to drums. Ready mixed + and 
2-compartment cans. We do all 
our own manufacturing — the 
aste, the powder and the 
ronzing liquid. Finest 
Quality. Surprisingly 
low prices. 


‘SHEFFIELD 


OIL COLORS 


All popular colors in all sizes from 
¥%4x4 lithographed tubes to 1 gal. 
cans. Beautiful, sales stimu- 
lating display racks. All 
year round sellers. By all 
means, feature these—for 
steady profits. 


Kleen-A-Paint ® Three-Star Floor Cleaner 
Crack Filler @ Kleen-A-Brush ® Iron 
Enamel ®@ Bronze Powders ® and Woodfix 


Order from your Jobber Now 
Jobbers—Write for Discounts! 


SHEFFIELD 
BRONZE POWDER & STENCIL CO., INC. 


The Specialty House of Top Values 
3000 Woodhill Rd. Cleveland, Ohio 












Planning the 
Modern Kitchen 


(Continued from page 34) 


of kitchen modernizing vary, de- 
pending on the kitchen and upon 
the new equipment necessary, in 
general, the modernization can be 
accomplished for from $800 to 
$1,000. Quite commonly the cost 
is from $400 to $600.” 

Perhaps your customer has too 
large a kitchen. That problem 
can be solved by selling her the 
idea of a dinette or breakfast nook, 
providing you with a market for 
unfinished furniture, with the 
necessary paint to finish it. If the 
rearrangement plan meets with 
the problem of an overlarge kitch- 
en suggest having part of the kitch- 
en walled off for a laundry. The 
laundry provides opportunity for 
the sale of electric ironers, elec- 
tric irons, washing machines, etc. 

Whether you are planning a 
completely remodeletl kitchen or 
a slightly altered kitchen for your 
customer be sure that you get her 
to agree to the installation of an 
adequate number of electric out- 
lets, properly placed. There will 
be added convenience for the 
housewife and additional profit 
for your store. 


In areas of the country where 
he predominating climate is 
warm consumers will favor cool 
colors such as_ greens, blues, 
whites, etc. In the colder areas 
warm colors will find favor. These 
include reds, oranges, browns, etc. 
In any event where the stronger 
colors are restrained in their use, 
limiting the bright colors to band- 
ings and stripings, they will find 
favor over a longer period of time 
than too solid brilliant color 
schemes. 


ca 


Despite the variety of opinions, 
it is agreed that color in the kitch- 
en is of increasing importance. 
The desire to be “keeping up with 
the Joneses” may be one of the 
most important factors in the de- 
mands for colored kitchenwares 
in your community—that is some- 
thing that must of necessity be 
governed by interests in your 
locality. 





DENISTON 


‘Lead Seal’’”’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Beal'’—the lead under the head and down the 
shank actually plugs the nail hole with lead: . . 
Ask your — or write us for samples and dem- 
onstrator block 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 





ICE TONGS 
That Carry a Profit 
Plain Handle 
Swell Handle 
Chain Handle 
Household 


Ask your Jobber or write us. 


CHARLES HESS CO., Inc. 


49-16 Metropolitan Ave., Brooklyn, N. Y. 


Horse & Mule 
Shoes 








Hand puddled 
bar iron and 
ircn rivets 


THE BURDEN IRON COMPANY 


Established 1809 








TROY, N.Y. 


QUIT LOSING PAINT SALES 
TO COMPETITION 


Sell IDEAL paints. The complete 
low priced line of guaranteed 
paints, enamels and varnishes. 








Write direct to us for samples and prices. 


JOHN R. WATSON PAINT CO. 
3103 Beaubien St. DETROIT, MICH. 


SESAMEE 


Keyless Locks 
No Dial 


Write for Booklet 


The Sesamee Co. 
Hartford, Conn. 

















Skyscraper 


Woven Steel 


RUBBISH 
- BURNER 


To retail from 


$1.95 to $13.75 


Shipped K. D. 
Easy to set up 
2 6H. B. BORNSIDE, MFR. 
Prov., R. I. 
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QuikSleme. 
ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS DIVISION 
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FASTER TURNOVER—MORE PROFITS 


Because Its Many Varied Uses Make 
It a Year ’Round BEST SELLER 


ais LACK LEAF 40” is versatile enough in its many 

uses to be a “best seller” the year ’round. Every 
person who grows flowers or vegetables, raises poultry 
or livestock or owns shrubs, evergreens or 
fruit trees is a potential user of “Black 
Leaf 40.” The year ’round demand makes 
it a real profit maker. 


This year, as well as last, nearly 4000 maga- 
zines and newspapers carry the “Black 
Leaf 40°? message to every corner of 
United States and Canada. See that your 
stock is complete and that you have the 
attractive display material to help you sell. 
You'll find “Black Leaf 40°” a real money 


maker. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED © LOUISVILLE, KENTUCKY 


~ enna 
—————_—___—_ 














CONSULT HELLER! 


We offer hardware dealers everywhere 
the most beautiful, finely constructed 
line of hardware store fixtures and 
equipment ever presented. By dis- 
playing your merchandise in the at- 
tractive HELLER manner, placed 
within sight and easy reach, it will 
stimulate greater buying. 


NEW 1938 FEATURES! 
Learn the details about HELLER’S Shelving and wall fixtures, dis- 
recent — re oe -. modern play tables, nail bins, counters, 
preg gn A TE eon screw bolt and drill cases, boxes 
nomical planning of thousands of suc- and drawers, sample _ holders, 
cessful stores throughout the world. etc. All pictured in folder sent 


QUALITY FIXTURES AT LOW FREE! 
PRICES! 


NEWLY DESIGNED LINE! 







Although HELLER'S _ hardware SEND FOR FREE 
store equipment embodies finest ILLUSTRATED 
craftsmanship built to produce 

greater customer buying, it is FOLDER NOW 
available a” —- low ' 
prices and on a time payment 

basis. It will pay to investigate WRITE TODAY! 
at once. 

THE BEST 





HARDWARE SHELVING 
IN THE WORLD 


W.C.HELLER & 


20 Vesey St. 238 Bryant St. 
cess *f New York City Montpelier, Ohio 
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Information regarding sources of supply as pre- 
vided readers of Hardware Age by the “Whe Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?”’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Blue Rapids, Kans.: Who makes 
the Vise Grip plicr wrench with ad- 
justing nut on one of the handles, 
that will change the width of the 
jaw?—The Granger Hardware Co. 


ANSWER: Petersen Wrench Co., 
De Witt, Neb. 
* *% *% 
Mamaroneck, N. Y.: Who makes 
the Sanger snake wire used for 
cleaning out drain pipes?—R. G. 
Brewer, Inc. 


ANSWER: Sanger Steel Pro- 

ducts, Park Ridge, III. 
* * * 

Ceylon, Minn.: Where can we 
purchase repair parts for the Emer- 
son corn planter?—H. H. Christen- 
sen. 

ANSWER: J. I. Case Co., Racine, 
Wis. 

* * * 

Campbelltown, Pa.: Please fur- 
nish the name and address of the 


firm who imports the Peter Wright 
blacksmiths’ anvils?-—-A. M. Brandt. 


ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St., New 
York, N. Y. 

* * * 

Hogansville, Ga.: Where can we 
purchase repairs for Buck stoves 
and ranges?—Farmer Hardware Co. 
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ANSWER: A. G. Brauer Supply 
Co., 316 N. 34th Street, St. Louis, 
Mo. 

* * * 

Washington, D. C.: Where can we 
purchase house plans and latest blue 
prints on homes?—John Burdoft. 


ANSWER: Architects Small 
House Service Bureau, 101 Park 


Ave., New York, N. Y. 


ee & ¢ 


Union Grove, Wis.: Please fur- 
nish the address of the International 
Chemical Co.?—Ernest Swartz 
Hardware Co. 


ANSWER: 3140 South Canal 
Street, Chicago, III. 
* * * 
Saugerties, N. Y.: Who makes the 
Eden electric clothes washing ma- 


chine ?—P. C. Smith & Son. 


ANSWER: Eden Service Co., 20 
N. Limestone Street, Springfield, 
Ohio. 

* & 

Montreal, Canada: Please fur- 
nish the address of George W. Ack- 
erman, this firm manufactures a 
door peep hole?—Durand Hardware 


Ltd. 


ANSWER: 244 W. 232nd Street, 
New York, N. Y. 


Cairo, Ill.: Please furnish the ad- 
dress of the Buffalo Pottery Co.?— 
Woodward Hardware Co., Inc. 


ANSWER: 1456 Seneca Street, 
Buffalo, N. Y. 

* * * 

Houlton, Me.: Who make butter 
workers?—Almon H. Fogg Com- 
pany. 

ANSWER: Oakes & Burger Co., 
Cattaraugus, N. Y.—A. H. Reed 
Creamery & Dairy Supply Co., 


Chester, Pa. 
* * * 


New London, Conn.: Where can 
we purchase race knives for mark- 
ing lumber?—Aben Hardware Co. 

ANSWER: Webster Bros., 71 
Murray Street, New York City. 

* & 

Philadelphia, Pa.: Who makes the 
brass Scru-Tite wedges?—Fifer & 
Beatty. 

ANSWER: M. D. Hammerschlag, 
38 W. Market Street, Newark, N. J. 


* %*+ 


Sophia, W. Va.: Who makes the 
Murray entrance switches ?—Sophia 
Hardware & Supply Co. 

ANSWER: Metropolitan Device 
Corp., 1250 Atlantic Ave., Brooklyn, 
N. ¥. 
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line of quality tools—priced to meet competi- 
tion and designed to stay sold: 


MAYHEW’S No. 404 
SELF-CENTERING PUNCH 


It is used to find the exact center of screw holes 
in hinges, switch plates, locks, etc. Hammer- 
forged from special analysis tool steel. Special 
tight-grip knurling. Packed 1 doz. to a box. 


PROFIT 


—an extremely saleable item from the Mayhew 





MAYHEW STEEL PRODUCTS - INC. 


SHELBURNE FALLS, MASSACHUSETTS 













FAULTLESS 


DOUBLE BALL BEARING 


CASTERS 


86% more BALL BEARINGS 
as Gnealer Resale Value 


FAULTLESS CASTER CORPORATION 
EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 










Stock and Profit with 


“G &B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 
“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 


pe 
rere) oy) 


GB 


QUALITY. 


Provuctrs 





COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Bstablished 1818. Amerioa’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Blue Island, I11. Kansas City. Mo. 
San Francisco 











“The Classified Section 
of Hardware Che t the 
Opportunity Exchange 
of the Hardware “rade 


See Pages 102-103 
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ADD 


TO YOUR 
INCOME 


BY OFFERING A 


CAWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side). COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH, OHIO 


























WITT .. 


the Better CANS and PAILS 


Get ready—NOW—to meet Spring’s demand for ash, 
refuse, garbage cans and pails with the nationally- 
known WITT Line. These guaranteed longer-lasting 
Cans and Pails satisfy your customers — produce 
more profitable sales for you. Ask your jobber or 
write for complete details and catalog. 


THE WITT CORNICE COMPANY 
Winchell St. Cincinnati, Ohio 


Witt Ash and 

Garbage Cans 

5 gals.to 33 gals. 
capacity. 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... 33.00 
All capitals, maximum, 50 words.... $4.00 

Each additiona) word........ .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
BE WPGD oo cccccscccuccercoeseses -50 
Each additional werd .........+.-++.- 
Allow Seven W ords for K eved Address or Your ‘Address 


BOXED DISPLAY RATES 
ie GA 6.0 0cbbnsdcccsiseccscesone $5.00 
Each additional inch ........- 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 
—_—~e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

—~e— 

Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 











ASSISTANT TRADE 
SALES MANAGER 


Assistant to Director of Trade Sales 
wanted for leading Paint Manufacturer, 
25 miles from New York City. Excellent 
opportunity for man who knows how to 
handle salesmen and secure results. 


The man we want must be a good sales- 
man himself, with a ul record sell- 
ing to Paint Jobbers and Dealers. In ad- 
dition, he must be able to direct the 
activities of salesmen, know how to work 
with them in the field, and help them close 
orders. He should have a following among 
jobbers and dealers in the East and South. 

Compensation—salary commensurate 
with ability and experience. 

No application considered unless full 
details are given regarding experience, 
age, salary received, and reasons for leav- 
ing each position. 

Address Box C-900, HARDWARE AGE 
239 W. 39th St., N. Y. City 



































A “DIRECT WIRE” 


Large Eastern paint manufacturer offers a 
direct factory connection to a limited num- 
ber of large paint outlets. Quality prod- 
ucts and attractive prices which furnish 
ideal set-up to help paint distributors de- 
velop big private brand business in Paints, 
Enamels and Varnishes. Every item out- 
standing for its quality features and price 
appeal. 

The organization is cooperating closely with 
its outlets to help them “corner the mar- 
ket”’ in their respective territories. Big 
profits this Spring! 

An officer of the company will contact you. 
Address Box C-897, Care of 
HARDWARE AGE 
239 W. 39th Street, New York City 











MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 

me what you have to offer. Address Harry J. 
Tectia, 215 Central St., Kansas City, Mo. 





AUTO SUPPLIES—SEND FOR FREE whole- 
sale catalog. Hundreds of items at bargain prices. 
a oar ed Auto Supply, 16 West 61st Street, 
N. ¥. City. 
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Bauriness Opportunities — 


FOR SALE—GOING HARDWARE AND mill 
supply business in small New England industrial 
center. A great opportunity for one who cares 
to expand. Inventory $30,000. Fixtures $2,500. 
Low rental. Owner has good reasons for selling. 
Replies strictly confidential. Address Box C-904, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 














OUTSTANDING NEW YORK WHOLE. 
SALE HARDWARE, Housefurnishing and Elec- 
trical House requires the services of an experienced 
salesman for the Jersey Coast. Must be thoroughly 
experienced with the lines mentioned and have 
following. No others need apply. State last five 
years employment, confidential. Commission basis 
only. Address Box C-847, care of Harpware 
Ace, 239 W. 39th Si., N. Y. City. 





SALESMAN WANTED, CALLING ON 
HARDWARE trade, to carry a well-known line 
of popular-priced dog furnishings, as a sideline; 
choice territories still open—West and South of 
Chicago. Commission basis. | Address—Schoe- 
——? & a et 46th St. and 2nd Avenue, Brook- 
yn, 











SALESMEN WANTED BY  HIGHLY- 
RATED MANUFACTURERS, in business 35 
years, to sell a line of good dependable, mod- 
erately-priced aluminum ware direct to the retail 
trade. Have territory open in Illinois, Indiana, 
Missouri, Kansas and Oklahoma. Will consider 
only experienced salesmen who know the retail 
hardware trade in their territory. Full commis- 
sion paid weekly. Exclusive territory. Have un- 
usual proposition for the right men. Sales in- 
creasing rapidly. Salesmen can _ conveniently 
handle one other line in connection with ours. 
Address Box C-883, care of Harpware AGz, 
239 W. 39th St., N. Y. City. 





IF YOU CALL ON HARDWARE, FEED, 
LUMBER DEALERS AND GENERAL 
STORES. YOU CAN EARN LIBERAL COM. 
MISSION BY SELLING THE KIND OF 
CHICKEN MITE KILLER RECOMMENDED 
IN THREE GOVERNMENT BULLETINS. 
ALSO PRESERVES WOOD AND KILLS 
TERMITES, AS WELL AS BEING A LONG 
LASTING OUTSIDE BROWN STAIN. QUAL- 
ITY GUARANTEED BY AFFIDAVIT. AD- 
DRESS BOX C-903, CARE OF HARDWARE 
AGE, 239 W. 39TH STREET, NEW YORK 
yp A 





HIGH-CLASS AGENT WANTED—MILL, 
plumbing and janitor supply trade in N.Y.C. and 
area for liquids, oils and powders in tins and 
drums. Exclusive territory. Following. Address 
Box C-896, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 





SALES REPRESENTATIVES WANTED TO 
SELL splendid, non-competitive, patented article. 
Now being sold to hardware, department, general 
stores; hotels, office buildings, apartments, etc. 
Item is attractively packaged in display cartons. 
Sells on sight. Admirable side line item. Very 
liberal commission. All territories open. Address 
Nu Way Products, Inc., 708-Majestic Bldg., Mil- 
waukee, Wis. 





MANUFACTURER’S AGENT TO REPRE- 
SENT FACTORY producing patented rubber mat 
constructed from auto tires, wonderful eye and 
sales appeal, greater resiliency, no danger of a 
woman’s heel getting caught. Must have follow- 
ing with jobbers. Commission basis. Address— 
Cooperative Crafts, Inc., White Plains, N. Y. 








SOMETHING NEW! GENUINE LITHO. 
GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 
mission, steady repeats. Samples on request. Ad- 
dress—Ralco Decaleo, HA—1305, Washington 
Street, Boston, Mass. 





SALESMAN: TO REPRESENT ESTAB- 
LISHED MANUFACTURERS’ representatives 
having screen doors, lawn seed, screen wire, 
builders’ hardware, ladders. Parts of Ohio ani 
state of Indiana open. Should have fcllowine 
amongst trade. Commission kasis. Ad:iress 
Box C-888, care of Harpwarp AGe, 239 W 39th 
St., N. Y. City. 


ESTABLISHED NEW YORK MANUFAC. 
TURER OF restaurant and bar equipment seeks 
additional sales representatives for their well- 
known line of quality products. Commission basis. 
Write fully giving particulars as to territory cov- 
ered, references, and other lines handled.  Ad- 
dress Box C-889, care of Harpware Ace, 239 W. 
39th St., N. Y. ‘City. 


NATIONALLY ESTABLISHED MANUFAC. 
TURER OF BUILDERS’ hardware requires ex- 
perienced salesman for Westchester County, lower 
New York State and part of Connecticut. Ex- 
cellent opportunity for producer. Suitable com- 
pensation. Address Box C-895, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 


SALESMAN: EXCELLENT OPPORTU- 
NITY TO BUILD profitable, permanent business, 
establishing and contacting dealers and _ distrib- 
utors for leading line of Septic and Chemical 
Toilets. Exclusive territory; liberal commissions; 
advertising support. Equipment approved by 
health authorities. Needed in all human habita- 
tions and buildings beyond sewer districts. Write 
for full details and advise as to territory you 
cover, lines now handled, and selling experience 
Address Box C-894, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 




















PREMIUM LINES OF HOUSEHOLD 
GOODS, electrical appliances, sporting goods, 
toys, floor coverings, cutlery, etc., wanted by ex- 
perienced man calling on this trade in Ohio, 
Va., Kentucky and Indiana. Please send all par- 
ticulars and pictures in first letter. Address 
Box C-892, care of Harpware Ace, 239 W. 39th 
a. Z. J. Ce 


I AM SELLING 300 GOOD LOYAL retail 
hardware accounts in Oregon, Washington, Idaho 
and Montana. If you have a good substantial 
factory line I will show results. Address 
Salesman, Box 2248, Portland, Oregon. 





HARDWARE AGE 







































































fs ox 


re a 

















DO YOU WANT 
EXPORT SALES? 


Manufacturers of quality lines 
for machine tool and hard- 
ware trade who want to build 
a sound and lasting business 
in overseas markets are in- 
vited to communicate with 
company having adequate cap- 
ital to finance sales for own 
account. Long established or- 
ganization with personnel ex- 
perienced in foreign distribu- 
tion of American products, 
will consider carefully bona 
fide inquiries from reliable 
manufacturers only. 
Address Box C-886 


Care of Hardware Age 
239 W. 39th St., New York City 

















SEASONED SAILSMAN DESIRES PER- 
MANENT CONNECTION with manuracturer. 
Age forty-five, twenty years selling on road, 
thorough knowledge builders’ hardware calling on 
jobbers and mill supply jobbers in South, North 
and Middle West territories; also six years sell- 
ing glues to manufacturers, industrials, utilities, 
textile and paper mills along Atlantic Seaboard 
Penna. to Florida. Available immediately. Best 
references and character. Address Box C-877, 
ome of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 

HARDWARE MAN WANTS POSITION. 
well posted in many lines; buy, sell, merchandise 
and figure plans. Best of references. New Eng- 
land preferred, but will go anywhere. Address 
Box C-891, care of Harpware AGe, 239 W. 39th 
Ste.. N. ¥. City. 








STORE OR DEPARTMENT MANAGER PO. 
SITION desired. Possible small investment. 
Would consider road territories. Experience: six 
years in one of Western New York’s largest 
hardwares. Employed in Dey Brothers of Syra 
cuse, N. Y., Sears Roebuck & Company. Also ex- 
perienced in Funeral Directing. Age 27. Pre- 
fer connection near Buffalo, Address Box 
C-873, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


RETAIL STORE OR DEPARTMENT MAN- 
AGER, Age 35, formerly in charge of leading 
Chain Store Hardware Department, experienced 
all phases Modern Merchandising Methods, Buy- 
ing, Sales Promotion, Advertising and Display; 
Hardware, Building Supplies, Farm Equipment, 
Paints and Power Tools. tion no object. 
Address Box C-902, care of HarpwarE AGE, 239 
W. 39th St., N. Y. City. 


HARDWARE MAN—35 YEARS OF age— 
good education—18 years’ experience, desires con- 
nection large retailer, builders’ hardware, blue 
print, schedule, detail, factory mill supply, indus 
trial equipment, complete control purchases, sales, 
management, can locate within 100 miles of New 
York City, excellent references. Address Box 
C-869, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 











Hardware Personnel 


Our files contain applications of several hundred 
experienced —s — trained employees in the 
baraware indus 
NO CHARGE "Ve pariayere FOR THIS 


ny help to you, just phone 
ASSOCIATED PLACEMENT et oe 


152 West 42nd Stree 
wis, 7-1802, 1803" 


YOUNG MAN, 25, PERSONABLE, ALERT, 
ambitious. At present employed. Three years’ 
experience in wholesale mill and marine supplies. 
Competent at telephone sales desk. Seeks to con- 
tact progressive organization which will train him 
for future position as outside salesman. Address 
Box C-899, care of Harpware Ace, 239 W. 39th 
St., N ‘ity. 














YOUNG MAN, 27 YEARS OF AGE, 12 
years’ experience in retail hardware and paint 
line wishes position with retail or wholesale firm 
where there is a definite opportunity for advance- 
ment. Best of references. Single. Can locate 
anywhere in U. S. Address Box C-871, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE MAN EXPERI- 
ENCED, ESTIMATING for contractors, also 
wholesale and retail, would like to make pes"..anent 
connection with hardware store in South. Famil- 
iar with general line ot hardware and experi- 
enced in retail merchandising. Address Box 
C.890, care of Harpwarr Ace, 239 W. 39th St., 
N. Y. City. 

CATALOGMAN—WILL PREPARE COPY 
or handle entire production of toy, sporting goods 
or electrical catalogs on spare-time basis with re- 
sulting saving. Past results show 40% saving. on 
entire production. Would also consider full time 
catalog or advertising position. Address Box 
a ome of Harpware Ace, 239 W. 39th St., 
mM. ity. 








BUILDERS’ HARDWARE 
ENCED ARCHITECTS’ plans and specifications 
on all classes building construction. Thorough 
knowledge leading lines finishing hardware, tem- 
plate wo1k, scheduling and details. Capable de- 
partment manager. Age 35, married. Location no 
object. Address Box C-901, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


MAN, EXPERI. 








CAPABLE YOUNG MAN 30 YEARS OF 
AGE now employed in responsible sales capacity 
seeks connection with preferably small or expand- 
ing manufacturer where ability, initiative and 
ideas are required. Practical mechanical and elec- 
trical knowledge. Address Box C-898, care of 
HarpwareE Ace, 239 W. 39th St., N. Y. City 





SALESMAN, CALLING UPON THE HARD- 
WARE, department, chain and syndicate buyers 
for the past 17 years, traveling in car covering 
N. E. selfing large dealers and jobbers. Address 
Box C-905, care of Harpware AGE, 239 W. 39th 
Se... . ¥. Cite. 





YOUR RETAIL SALES IMPROVED if given 
the opportunity to display my 15 years’ executive 
retail experience in the hardware and_housefur- 
nishing fields. Age 35, progressive, intelligent, 
with unlimited initiative to manage retail estab- 
lishment supervising buying, selling, displaying, 
personnel, etc., in either New York State, Conn., 
New Jersey, Pa. , Maryland or Va. Position de- 
sired March Ist. Address Box C-893, care of 
Harpware AGE, 239 W. 39th Street, N. Y. City. 


























Hardware Age. 








FEBRUARY 24, 1938 


Which Classification 
Are You Interested In? 


Whether you want to buy or sell .a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable accounts — or secure 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 
uct — use the Classified Opportunities Section of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 
the confidence and following of the hardware trade. 


HARDWARE AGE 
A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, 


A.B.C.—Charter Member—A.B.P. Inc. 


a good 


New York, N. Y. 
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Only 1/5 the Work | 


with 


“Soil-Flow’ Tools 


Turn customers into friends by selling them tools for 
garden and field work which do away with hard labor. ;{ 
There is no more chopping. stooping, back-breaking ‘ 
work necessary when “GARDEXING” flowers or 
vegetables. You walk upright, pulling the tool after you. 


GARDEX Tools, made of special high carbon steel, 

sell at popular prices, assure dealers of a larger and ‘ 

more profitable steel goods business. Write for FREE 
“Soil-Flow” line. 3 


F. J. Wolf, Pres. 
@ Michigan City, Ind. 









Catalogue of complete modern 


GARDEX INC. 


Sprinkling Advantages 4 
Every Hose- + 
User Wants 


Sprinkling lawns, gardens, or in greenhouses, 
ceases to be a dull chore, a tiresome task, a 
water-wasting whileaway when the hose is 
streamlined for economy and plus efficiency 


CARTER Stray NOZZLE 


Here’s the instantaneous automatic shut-off control that 
saves water—the split-second change of water flow— 
from dewy mist to power stream—that’s regulated en- 
tirely by hand pressure. Here’s sprinkling at its best 
and thriftiest. Also used as a stationary sprinkler. 
Every hose user in your community wants these sprin- 
kling advantages—don’t delay being prepared to supply 
them. Order the Carter from your jobber now. 



















Another New 
Carter Sensation - 


THE WEEDLE! 
The Weedle needles 
weeds. Watch for it 








Jobbers: Write for discounts. 


CARTER PRODUCTS CORP. 702 Front Ave., Cleveland, Ohio 


















Zine In Handy 
Plated Quick 
Drop-Forged Selling 
Wrenches Assortments 


This attractive BARCALO Wrench Assortment is a 
popular seller. It contains 36 individual open end 
wrenches built for work. Sizes: 5/16” x 13/32”; 
36” x 7/16”; 9/16” x %”; 19/32” x 11/16” and %” 
x %”. In ordering specify Chicago Assortment. 
Also Plier assortments. The BARCALO line in- 
cludes: Screw Drivers, Hammers, Tinners’ Snips, 
Tool Kits, and Punches and Chisels. 


Your Jobber will supply you. 


BARCALO MANUFACTURING CO. 
BUFFALO, N. Y. 

















ational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 





line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 


National Manufacturing Co. 
STERLING «: ILLINOIS 




















NO , | MUST 
HAVE IRON 


© GLUE 





BOUGHT BY MILLIONS EVERYWHERE 





sees “s 
p a ATX 


THE McCORMICK SALES CO., BALTIMORE, MD. 








FEBRUARY 24, 1938 














FREE 


KEES 1938 CATALOG! 


@ Contains dozens of money and labor- 
saving items now used by hundreds of 
builders. Products that eliminate costly 
operations, yet insure better construc- 
tion. Kees Metal Siding Corners, Kees 
Gossett Screen and Storm Sash Hangers, 
Screen Door Guards, Screen Corner 
Braces, etc. Write for your copy today, 
and FREE samples of any items of in- 


terest. 
KEES 


F.D. KEES MFG. CO. 





Box K-8 (Est. 1874) Beatrice, Nebraska 
Distributed Thru Wholesale Hardware Trade 









IT’S GOOD 
BUSINESS 


TO SELL GOOD 
BRUSHES 
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The only razor that really 
belongs in a Hardware Store— 


ROLLS RAZOR 


Rolls Razor is a hardware man’s razor. It derives its 
keen, precise shaving qualities from a hollow-ground 
blade of best Sheffield steel—and you know there isn’t a 
better kind made. A few strokes on the semi-automatic 
strop or hone keeps it sharp. No motor or complicated 
mechanism to go wrong. Best of all, it doesn’t depend 
for profit on the sale of blades. You get your profit on 
the initial sale—and it’s a profit in dollars, not pennies. 
Each customer well sold brings in more customers. 


Top: Metal case con- 
tains razor, strop, 
hone. Retail prices 
begin at $10. 
Bottom: Blade ready 
for stropping. 


If you don’t carry Rolls 
Razor we will be pleased 
to have one of our salesmen 
call and demonstrate its 
merit and why it belongs 
on your shelves. 


Write Dept. HA 


ROLLS RAZOR, Inc., 
305 East 45th St., New York 





TAKE A LOOK! 


8 PAGES 


BERNARD 


PLIERS — PUNCHES 
NIPPERS— 


29th 
DIRECTORY ISSUE 


HARDWARE AGE 
Also includes 
BARGAIN SALES UNITS 
The WM. SCHOLLHORN CO, 


416 CHAPEL ST NEW HAVEN. CONN. 








Genuin° NOQMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
40c SET - 10c SET - 10c SET SAVE FURNITURE 

S __{\#”& FLOORS-CREATE QUIET 


Name ‘Domes of Silence’’ 
on each genuine Glide. 











Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathroom Floors. 


Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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Push-Pins ond ; 
This bandon the most con 
sales a sien 
EE wi 
one Front packets: Witog with adv 
dow- keeping it fi Nationally 
tive by a jess hang’ Ord 
Fin, te 5s bom 
; PU pIN CO. 


pHILA., PA. 


get it, Ke 


Push and offices. 





To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 





FAST SELLERS! 
"Stan-More’ KITCHEN ITEMS 


Ice Picks 

ice Chippers 
Cork Screws 
Bottle Openers 
Ash Trays 
Kitchen Cleavers 
—and others— 


IN ASSORTED COLORS! 


A complete line of high quality tools and specialties for kitchen 
use. Several NEW ITEMS! Attractive prices, to retail 5¢—75¢. 


See your jobber or write us today for literature and prices. 


CHAS. D. BRIDDELL, INC. 
Manufacturers since 1895 
CRISFIELD, MARYLAND, U. S. A. 


GET OUR NEW ICE PICK DISPLAY—FREE! 











LEADING ALL OTHERS 


Highest 
quality jar rubber 
made. Biggest seller. 

Used by experts and home 

canners for 20 years. Na- 
tionally advertised. Excel- 
lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 


Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


HARDWARE AGE 








Hens Parior Furnace “OIL 


LLEN Oil-Burning Parlor 
Furnaces represent the 
most advanced engineering 
known to the industry. Burn 
38/40 distillate with maximum 
economy. No wicks; no moving 
parts; no fumes. A volume of 
heat to meet every demand and 
always subject to instant con- 
trol. The Allen Oil-Burning 
Parlor Furnace is the PROFIT 
leader by right of its quality 
leadership. 


*'Twin-Eight"' Oil-Burning Parlor Furnace— 
No. 288-E. 38'' high; 33'' wide; 26"' deep. 


|AMlens "400" RANGE 


EAR after year, Allen maintains its 

position in the forefront of range prog- 
ress. This year the Allen “400” Range 
easily tops the quality field. Its 21 advanced 
“all-star” features are 21 sound reasons 
why this range is the choice of women who 
demand the best. New Seal-Tite Jointless 
Oven floats in flame — increases heating 
speed, uniformity of temperature, baking 
perfection. Triple walls, with air spaces, 
add to efficiency, protect the fine enamel 
finish. Tight-fitting, heavily insulated 
doors conserve heat, retain food flavors. 














Eighteen other outstanding features combine to make 
the Allen “400” the most complete and superbly balanced 
range money can buy. You can dominate the quality 
market—make more money—with the Allen Line. Write 
today for the Allen proposition. 





Allen's ''400°' Range Eternal 











1843-Sigovesans NIETY-FIVE Years oF HOVORABLE Senvice-1958 
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Danoroloue 
SHOVELS 


BLADES— Made of Best Grade High 
Carbon Steel—Proper Gauge to Suit 
Requirements of Different Types Made 
Under this Brand. 


STR APS— Well Made and Forma 
Socket at the Blade to Insure Super 
Strength. 








FLEXIBILITY — 


The Blades are 
Heat Treated by 
Special Process. 
This Insuresa 
Flexible Blade 
that will Spring 
Back Into Place 
when Bent with- 
out Injuring or 
Fracturing the 
Blade. 








HANDLES—Seasoned Ash XX 
Grade, Carefully Fitted to Straps with 
Three Strong Rivets. Fully Waxed. 


POLISHED — Blades and Straps are 
Given a High Mirror Polish and Pro- 
tected with Cloth Bags. 











“DIAMOND EDGE 1S_A QUALITY PLEDGE™ 
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